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Adclub Uses Ounce of Prevention in 
Opposing St. Louis’ Ad Tax Proposal 


Group Is Working with 
Aldermen on Alternative 
City Finance Solutions 


Sr. Louis, Dec. 27—The Adver- 
tising Club of St. Louis pledged 
cooperation with the city’s board of 


Henderson Is New 
President as Doeskin 
Names Weiss & Geller 


New York, Dec. 27—Doeskin 
Products Inc. moves into 1958 
with a new president, a new agen- 
cy, successors to its marketing and 
sales vps and several other exec- 
utive changes. 

The company has appointed: 


e Weiss & Geller, to succeed Cohen 
& Aleshire as its agency. 


e Former OPA Administrator 
Leon Henderson, to succeed Roy 
H. Callahan as president. 


e Robert H. Arndt and Robert E. 
Partenheimer to assume, between 
them, the duties of Raymond F. 
Marcus, vp in charge of marketing, 
and Grant P. Stinchfield, vp and 
general sales manager, both of 


(Continued on Page 57) 


aldermen in solving St. Louis’ rev- 
enue problems with alternative 
measures instead of Alderman Al- 
fred I. Harris’ advertising tax pro- 
posal, which he still plans to in- 
troduce Jan. 10. 

Hugo Autz, president of the ad- 
club, said, “We recognize that the 
board has a serious revenue prob- 
lem before it, and we are trying to 
be of every constructive help pos- 
sible. 

“The revenue needs of the city 
can be met without the necessity of 
taxing any specific field, such as 
advertising,” he added, “and we 
are working hard toward that 
end.” 

Alderman Harris has announced 
he will introduce a “tax package” 
plan which includes a proposed 6% 
tax on advertising revenues similar 
to the one recently passed in Balti- 
more. Other parts of the package 
are a proposal to double the tax on 
utilities and a proposal to increase 
water rates for utilities (AA, Dec. 
2, et seq.). 


s Mr. Harris was present at the 
Dec. 16 aldermanic meeting, but 
failed to introduce his bill. It was 
thought that pressure from the ad- 
(Continued on Page 53) 


Old Gold Regulars 
Will Don ‘Chaste’ 
Gold & White Dress 


New York, Dec. 26—P. Lorillard 
Co. has repackaged its Old Gold 
regular cigarets in white and gold 
packs. Distribution to wholesalers 
started Dec. 16. 

Although neither the company 
nor its agency, Lennen & Newell, 
would say when advertising will 
break, trade sources indicate ads 
for the new pack will break in 
January in metropolitan newspa- 
pers. 

The new standard-size soft pack- 

(Continued on Page 56) 
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Dutch Airline’s Shift 


to EWRR Is 


Hoyt Keeps U. S. Part 
of Account ‘Temporarily’; 
EWRR Gets Capri Pools 


New York, Dec. 27—Erwin 
Wasey, Ruthrauff & Ryan rang 
down the curtain on 1957 this week 
by not getting an account presum- 
ably all set to enter the shop next 
month. 

KLM Royal Dutch Airlines was 


Magazines Greet ‘Life’ Announcement of 
Late Closing Color Without Excitement 


New York, Dec. 26—Life’s claim 
that no other national magazine has 
ever offered fast-closing dates of 
seven days for b&w and two-color 
pages was contradicted today by the 
promotion director of Newsweek. 

Harry Thompson told ADVERTIS- 
Inc Ace that Life is claiming a 
“phony first” stating that “no na- 
tional magazine has ever done it 
before .. . until now.” He pointed 
out that a junior spread in the 
April 22, 1957, issue of AA told of 
Newsweek’s “fast-break page—a 
new high-speed advertising serv- 


Late News Flashes on Page 57 


ice for your last minute announce- 
ments.” 


s The controversy resulted from a 
spread run by Life in the Dec. 16 
issue of AA, in which it announced 
that, effective with the Jan. 6, 1958, 
issue of Life, anew seven-day clos- 
ing for b&w and two-color pages 
would be available at a 10% premi- 
um to a limited number of advertis- 
ers in each issue. 

The ad listed the closing dates of 
nine other magazines, newspapers 
and newspaper supplements, which 
ranged from two days for the Chi- 
cago Tribune to 51 days for This 

(Continued on Page 53) 


‘Delayed’ 


scheduled to move to EWRR Jan. 
1. In a joint announcement, the 


airline and the agency said 
Charles W. Hoyt Co. will continue 
to service the account. 


KLM, one of the leading world 
carriers, bills around $1,000,000 in 
the U.S. 

The Dutch airline had decided 
earlier this year to consolidate its 
worldwide advertising with Erwin, 
Wasey & Co. The New York and 
London offices of Erwin, Wasey 
were to be the focal service points. 
Walter Graebner, head of Erwin, 
Wasey’s British operation, helped 
pave the way for the switch. 

Then came the merger with 
Ruthrauff & Ryan, consummated 
immediately after Erwin, Wasey 
had obtained the airline account. In 
the resulting amalgamation the 
U. S. portion of the airline account 
apparently got lost in the shuffle. 


s Dirk J. Koeleman, vp and gen- 
eral manager of KLM in the U. S., 
put it this way. 

“EWRR’s New York office al- 
ready has done much forward 
planning on our advertising. We 
wish to give the agency further 
opportunity to complete the reor- 
ganization of its business, result- 
ing from the recent merger, before 


(Continued on Page 53) 


a ei As eee ae 
They Made Advertising News in 1957 


(See ‘Highlights of the Year’ on Page 3) 


ALBERT W. FREY—Offered no pat 
solutions 


NEIL McELROY—Proven manager 
for defense 


DAVID WILLIAMS—Biggest agen- 
cy merger 


J. C. (LARRY) DOYLE—A $250,000,- 
000 gamble hit the showrooms 


BURKE DOWLING ADAMS—Cinder- 
ella agency of ’57 


THOMAS D’ALESANDRO—Pluck- 
ing the golden goose 


VANCE PACKARD—“Hidden Per- 
suaders” a big hit 


KEVIN SWEENEY—Led the revival 
of radio 


JAMES VICARY—Now, 
seen sell 


the wun- 


ROSCOE BARROW—A_ grave 
study of networks 
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New YorK, Dec. 26—The year 
1957 was a year of the improbable. 

The advertising business, as the 
year wound to its close, had been 
gripped by a fascination over ad- 
vertising which was invisible, by a 
rash of remedies for the Asian flu, 
and faced the uncertain future 
prompted by an advertising tax in 
Baltimore and potential taxes in 


Hearings Were an ‘Inquisition’... 
Baltimore Passes Ad 
Tax Despite Prote 


St. Louis and in Virginia. 

It was a year marked by a threat- 
ened reexamination of expense ac- 
counts, and by the persistent beep- 
beep of an alien sputnik cruising 
the skies overhead. It was a year 
which marked the readmission of 
the egghead into polite society, and 
a year of unparalleled concern with 
advertising’s role in that society— 
there was a rash of new books, most 
of them unkind in tone, about ad- 
vertising, and the persistent best- 
seller dealt with motivation re- 
search. 

It was a year of unprecedented 
prosperity: the Department of 
Commerce found real income in the 
U.S. had risen 50% since the hal- 
cyon days of 1929, and the median 
gross income level had attained 
a startling $3,500. Yet an Adver- 
tising Center in New York was born 
and died during the year, Dexter 
M. Keezer, chief of McGraw-Hill’s 
economics unit, forecast a 7% de- 
crease in capital spending in 1958, 
and Walter Lowen, who had played 
Trader Horn for two generations 
of admen, quit the employment 
business and became a manage- 
ment consultant (people are still 
jobless, and his daughter Ruth runs 
the employment agency). 


= It was a year of the paradoxical: 
Arlene Dahl sued Columbia Pic- 
tures, charging that the advertise- 
ments for “Wicked as They Come” 
portrayed her in obscene, offensive 
and sexually suggestive poses—she 
lost; W. H. Whyte, of Fortune, sur- 
veyed the art of the presentation, 
and concluded that ad-libs and 
studied casualness were most im- 
portant, while what is said or pro- 
jected on the screen may mean 
nothing at all; vodka—Russian in 
origin and name—was the hottest 
phenomenon in the liquor business 
(by the end of ’56 it had 6% of the 
total market) ; and advertising men 
have bigger feet than the harness 
bull on the beat, at least if you be- 
lieve the Greater Philadelphia Chi- 
ropody Assn., which found the av- 
erage adman in Philly wears 11% 
vs. 9% for the pavement-pounding 
flatfoot—the results were surpris- 
ing to Dr. J. E. Bates, president of 
GPCA, since “advertising men 
spend so much time sitting.” 

It was a year of the Big Squeeze: 
the FTC and the FCC collaborated 
on an operation which sent notice 
to stations about advertising 
against which FTC had initiated a 


[ Time Inc. Refusal Deals 
ARF Study Heavy Blow 


” me 
4 te 


complaint, causing stations and ad- 
vertisers alike to yelp in anguish 
(1957 was also the year FTC dis- 
covered television and began to 
monitor televised advertising 
claims); the Advertising Research 
Foundation proposed an $800,000 
magazine audience study, with 
$600,000 of the kitty to come from 
magazines, and as the year ended 
publishers were resisting it stout- 


ly; the Frey Report was presented 
in preliminary form to advertisers, 
media and agency men at Atlantic 
City, and it looked as if the com- 
mission system would survive it; 
for many a company, the big 
squeeze was on profit—while sales 
were up nicely, earnings were tak- 
ing a beating, and marketing plans 
and advertising budgets were up 
for review with an eye to produc- 
ing better bottom line figures. 


# It was the year of stormy trial: 
the networks went to Washington 
periodically and explained their 
operations to a variety of commis- 
sions and committees; the Barrow 
report was handed down, recom- 
mending the end of option time and 
“must buy”; Confidential, once the 
idol of the newsstand dealers, was 
trapped in a messy trial on the 
West Coast and finally agreed to 
stop keyhole-peeping in the movie 
colony; the FTC said Lanolin Plus 
shampoo commercials disparaged 
competitors and frightened young 
girls; the FDA seized shipments of 
Listerine in a crackdown on Asian 
flu ad claims and Warwick & Leg- 
ler sued Schick to protect its right 


[ Warwick & Legler’s Schick Suit May 


to a “cotton test” ty commercial 
which Schick had rejected when it 
was a Warwick client, anc. which 
W&L had subsequent!y sold to 
Remington Rand. 

It was a year of sentiment: 
G. S. Harvale & Co., which used to 
make special college neckties to or- 
der, now reported that its leading 
sellers were “old company” ties; 
Lambert-Hudnut tidied up the art- 
work, and sent “Often a bridesmaid 
but never a bride” out to do a sell- 
ing job for Listerine for the 33rd 
consecutive year; business Christ- 
mas gifts for 1957 were estimated 
to hit a $300,000,000 volume, but 
the trend was away from Yule gift- 
giving; Walter Schwimmer, who 
forsook the agency business 
(Schwimmer & Scott) for tv pack- 
aging, kissed the agency world 
goodbye in a wittily savage book 
called “What Have You Done for 
Me Lately?,” which detailed among 
other things, the horrors of account 
management. 


s It was a year of candor, aimed 
and misplaced; Dr. Wallace H. 
Wulfeck, an expert at research 
made simple, reminded a New 
York meeting that five markets in 
the U.S. account for 75% of retail 
volume, and that 371 (or 11%) of 
3,073 U.S. counties have 67% of to- 
tal population; Doyle Dane Bern- 
bach thought NBC had welched on 
a promise to give them cross-plugs 
for Max Factor on alternating Lig- 
gett & Myers shows and went to 
court, and succeeded in getting the 
cross-plugs without legal relief; 
Victor H. Kramer, once chief of 
litigation for the anti-trust divi- 
sion of the Department of Justice 
and bete noire of the ad business, 
went into private practice, and 
told AA in an interview the adver- 
tising cases could have been settled 
in pre-filing negotiation except for 
personal attacks against him 
and Judge Stanley Barnes, who 
promptly ordered the Department 
to press for complaints and prose- 
cution; Arthur C. Fatt, president 
of Grey Advertising, admitted to 
using another toothpaste in a tv 
interview, thus invented a new 
way to lose an account (Kolynos, 
$300,000). 


s It was a year of repetition and 
innovation: J. Walter Thompson 
Co. hammered at the concept of 
“Interurbia,” the strip-city, which 


it said would revolutionize present 
marketing concepts; R. J. Reynolds’ 
board chairman was able to tell 
stockholders that Camel and Win- 
ston topped their fields, that Salem 
was doing just fine, and Reynolds 
was the toast of the tobacco busi- 
ness; one of the savings envisaged 
by Doherty, Clifford, Steers & 
Shenfield in moving from the Em- 
pire State Bldg. to 530 Fifth Ave. 
was some $10,000 annually in taxi 
fares; the St. Louis Post-Dispatch 
put cut its annual listing of Chi- 
cago agency telephone numbers, 
revealing that there were 259 agen- 
cies in Chicago in 1953, and 261 in 
1957; Remington Rand produced an 
unusual contest prize—a share of 
every common stock listed on 
the Big Board; the debate over 
the “marketing agency” and the 
“marketing man” concept contin- 
ued, but expert Clarence Eldridge 
warned that the top marketer had 
better be a top advertising man as 
well; the Direct Mail Advertising 
Assn. took a look at mailings to 
physicians and heard a study which 
concluded that 89% of 5,041 pieces 
which hit the doctors during a year 
come from drug manufacturers, but 
that the hardy practitioner is not 
overburdened; the free plugs on ra- 
dio and tv continued unabated, 
with Steve Allen’s last “Tonight” 
broadcast probably winning all- 
time honors; Mike Todd’s Madison 
Square Garden party set a new 
mark for self-promotion and utter 
lack of taste, as the formally- 
dressed guests fought for food 
which was thrown to them, like a 
pack of starved seals; it was a tough 
year for association heads, but both 
Paul West cf the ANA and Paul 
Willis of Grocery Manufacturers of 
America celebrated 25 years at the 
helms of their respective groups. 


@ It was a year of decision: Ford 
Foundation dropped “Omnibus,” 
reporting that the experimental tv 
series cost $8,512,109, got $5,498,867 
from advertisers, showed a $3,013,- 
242 deficit; Esther Williams em- 
ployed Dr. Ernest Dichter to help 


her decide whether her swimming 
pools would sell better if she ap- 
peared in ads in a crisp cotton frock 
or bikini (Swimming Pool Age 
figured advertising for swimming 
pools would hit $10,000,000 in 1957) 
—as far as AA knows, Miss Wil- 
liams’ conflicts unresolved; Buick 
dropped Kudner Agency, after a 
22-year association which brought 
the motor car roaring into third 


TV Boot May Have Led 
Buick to Fire Kudner 


place in national standings; Rich- 
ard Powell, vp of N. W. Ayer, 
produced a best seller, “The Phil- 
adelphian,” which was admired for 
content, studied for clues to per- 
sonalities on the Main Line; and 
Edwin D. Ettinger told the Holly- 
wood Ad Club that a “new leisure 
class” had made Disneyland a suc- 
cess, not seeming to know that 
children can drive even the most 
determined parent into Disneyland 
once the grill of the family car 
pokes across the Continental Di- 
vide. 

On television, it was the year of 
the slow drawl and fast gunplay, 
and a whol flock of wrinkle- 
browed gunslingers started shoot- 
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ADVERTISING REVIEW: Prots, Probes, Profit Problems 


ing the rating schedule to bits; it 
was characterized as “adult fare,” 
meaning it was tailored for adults 
reared on William S. Hart and Buck 
Jones, and there were always 
sound social reasons for plugging 
the bad men in the Red Dog Sa- 
loon; a bright spot for many tv 
watchers was the appearance of 
Charles Van Doren, heir to a 
great name in American literature 
at Columbia before he stepped into 
the isolation booth on “21.” 

In specific areas, 1957 shaped up 
something like this: 


Advertisers 


General Motors and Chrysler 
dropped their dealer assessments 
for cooperative advertising, and the 
predicted effect was to tighten cor- 
porate contro] of auto advertising, 
and to centralize its administra- 
tion. It was widely thought that 
fringe newspapers and small-town 
dailies would lose by the change, 


best-managed company in the U.S., 
and its Tide was the most-promot- 
ed product on network television, 
according to an AA study of Broad- 
cast Advertisers Report figures. On 
PIB reports, P&G turned up as the 
nation’s top advertiser, with $55,- 
477,411 in 1956 magazine, supple- 


ment and network tv expenditures. 
New products continued to roll out 
of Cincinnati, including a Liquid 
Ivory, and a new hair preparation 
called, according to season, Winter 
Sett or Summer Sett. P&G’s pur- 
chase of Clorox was challenged by 


Ad 


Cucaco, Aug. 15—The 100 leading national | 
advertisers invested more than $2 billion in ad- 
vertising in 1956. 

The impressive investment to move many of | 
the nation’s biggest selling products amounted | 
to more than one-fifth of the nearly $10 billion | 
estimated total expenditure in US advertising 


while larger newspapers and 
broadcasting would benefit. Gen- 
eral Motors turned up as the larg- 
est advertiser in AA’s recapitula- 
tion of 100 Leading Advertisers of 
1956, with a whopping $162,499,248 
estimated expenditure. GM’s 1957 
sales year was the most disappoint- 
ing in the postwar period, and its 
share of market was off substan- 
tially. 

Ford Motor Co. embarked on 
two widely publicized experiments 
—the Continental and the Edsel. 
The Continental was originally de- 
picted as the luxury car to end all 
luxury cars, although Ford later 
reported it was being bought by 
some men who earned as little as 
$15,000 a year. The initial rush to 
qualify as a Continental owner even 
brought some applications accom- 
panied by letters of recommenda- 
tion from the applicants’ pastors. 
Later the Continental developed a 
sales chill and production was 
cut drastically. Small sales of 
the Thunderbird led Ford to drop 
the two-seater and plan a four-seat 
version for 1958. The Edsel repre- 


t 
‘This Is the Edsel . . . 


Low Key Adijective-free 


sented a $250,000,000 gamble, and 
it showed some signs of being the 
merchandising fiasco of the year. 
Ford executives were still saying 
that its progress was satisfactory 
and pretending no concern as a 
number of new dealers bailed out 
for other franchises. It appeared 
that the original prescription of, 
“We are not going to make our ad- 
vertising and promotion exciting as 
such,” had been filled precisely. 
The company’s central marketing 
department, created with fanfare 
in late 1956, died aborning; James 
J. Nance, who was to have headed 
it, was shifted to Lincoln-Mercury. 


# In the soap business, Procter & 
Gamble continued to make news. 
Its president, Neil McElroy, left to 
become Secretary of Defense, and 
was succeeded by another adver- 
tising department graduate, How- 
ard Morgens. The American Insti- 
tute of Management called it the 


$2 Billion for Advertising Spent 
by Top 100 National Advertisers 


, Sales, Profits and Details of 
es AA Presents ihe Annual ‘Profiles’ of the Watten's Mamesoth Premeter 


Analyzed 


showed that the 100 leaders chalked up total 
advertising expenditures of $2,079,623,400 im 

1956, compared with $1,850,223,170 in 1955. 
General Motors led the nation's advertisers, 
a country mile ahead of the remainder of the 
field, with an estimated advertising expendi- 
{ $162,499,248. GM captured the lead casi 


the FTC, which drew angry rebut- 
tals from P&G that it was being 
penalized for efficiency. 

Colgate-Palmolive Co. under- 
went a reorganization aimed at de- 
partmentalizing what had long 
been a centralized company report- 
ing to E. H. Little. A result of the 
reorganization was the departure 
from Colgate of president William 
B. Sims and such advertising veter- 
ans as Dr. Harry D. Wolfe, Irvin W. 
Hoff and Tom Carroll. Another ad- 
vertising agency tossed in its Col- 
gate business, as Carl S. Brown Co. 
resigned the Halo and Vel bar ac- 
counts. The company insisted Stu- 
art Sherman would return from a 
long vacation to resume his post as 
top advertising and marketing man 
for the company, but some other 
sources were dubious. Its interna- 
tional progress continued to be a 
bright spot, and William B. B. Fer- 
gusson estimated for the American 
Marketing Assn. that it would 
spend $25,000,000 abroad in adver- 
tising in 1957. 

At Lever, the year was marked 
by the purchase of All from Mon- 
santo Chemical, ending Monsanto’s 
career as a detergent consumer 
marketer, and writing finis to a tale 
of success among the giants. Lever 
was also moving new products, ex- 
panding a toothpaste called Stripe 
and a new detergent bar called 
Praise. 


® The liquor business was marked 
by its steady customary infighting. 
Outraged cries forced the vodka 
makers (notably Smirnoff, or Heu- 
blein) to give up the “breathless” 
claim; Calvert threatened to chal- 
lenge the U.S. alcohol and tobacco 
tax division in a revival of “Clear 
Heads Choose Calvert,” but ulti- 


WASHINGTON, Feb. 15— 
Rep. Eugene Siler (KR. Ky.) 
day reimtroduced HR 4835. his 

Nt 


mately settled for a low-proof com- 
promise, “Clear Heads Agree 
There’s Nothing Finer in American 
Taste”; and the industry ganged up 
on the Rums of Puerto Rico when 
the promotion began to show wom- 
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Advertising Age, December 30, 1957 


and (Subliminal) Projection Made 1957 News 


en in the ads, leading to continued 


monasticism in liquor copy. The 
French had a word for it, and the 
French National Assn. of Cognac 
Producers began to run a therapy 
campaign, asserting that liquor is 
good for the consumer, much to the 
mingled horror and admiration of 
American distillers. National Dis- 
tillers dropped decanters for pre- 
wraps on its Christmas line, leav- 
ing the question still open as to 
the eventual disappearance of the 
decanter (Glenmore, for one, 
thinks they’re here to stay). Some- 
thing new in advertising strategy 
was demonstrated at Schenley, 
when it canceled pre-Christmas 
advertising for many brands, rein- 
stated “some of it” later. Robert 
Bragarnick, formerly merchandis- 
ing vp of Revlon, was imported in- 
to Seagram, longtime kingpin of 
U.S. distillers, to be vp in charge 
of marketing, aiming at a closer 
coordination of all advertising and 
merchandising activities. Seagram 
men explained sotto voce that the 
company had long spent more on 
advertising than other distillers 
and that its sales didn’t reflect 
the results. 


® The beer business was chaotic as 
ever, and agencies were shuffled 
like guards on the Cleveland 
Browns. The most exhilarating ac- 
count switch in beer was Pabst 
Brewing, whose statement for the 
previous year had shown a net 
loss. Pabst canceled its network tv 
fights, listened to a passel of agen- 
cy pitches, ultimately got Dr. Er- 
nest Dichter to evaluate the cam- 


Pabst Asks Dichter to 
Score Agency Pitches 


paign ideas presented to it, finally 
settled on Norman, Craig & Kum- 
mel, In the triple-cushion ricochet 
of personalities surrounding the 
switch, Marshall Lachner, the new 
president of Pabst, quietly resigned, 
later turned up as head of B. T. 
Babbitt. And unless you knew the 
beer business well, you were sur- 
prised to read in AA that Falstaff, 
still a regional inarketer, is now 
the third-selling beer in the U.S. 
Schlitz forsook its old sales pat- 
tern for the wonderful world of 
Schlitztalk, the creation of new 
marketing boss John Toigo; An- 
heuser-Busch boasted it had re- 
gained first place; and Milwaukee 
had considerable solace in the feats 
of the Braves, and the sharp, cun- 
ning ways of Lew Burdette, the 
Yankee-killer. 


® The tobacco business marked the 
year with some new brands, like 
Oasis (Liggett & Myers) and New- 
port (Lorillard), both menthol fil- 
ters, both out after Salem and Spud 
had blazed the way. Salem was 
topping the field, leaving the mar- 
keting men at R. J. Reynolds with 
the assured feeling that they had 
only (1) the top selling regular 
cigaret, (2) the top filter and (3) 
the top menthol filter. All, inci- 
dentally, placed through a single 
agency—William Esty Co— which 
in the year requisitioned station 
logs so it could check on annoying 
double and triple spotting around 
its commercials. The cancer scare 
continued and more evidence was 
piled on, but the American cigaret 
smoker is hardy. Sales were mov- 
ing up again, and the Tobacco In- 
dustry Research Committee had 
practically set its classic response 
of “it ain’t necessarily so; those 
statistics are a low blow; they’re 
virtually meaningless; surely you 
aren’t smoking less” to music. 
There were merchandising innova- 
tions: Philip Morris was testing 


Marlboros in two variations of a 
10-cigaret-pack, while Reynolds 
tried a double carton (20-pack) 
for Winstons. 


® The food business continued to 
be revolutionized. For one thing, 
food stores were now selling more 
of a sizable number of drug items 
than drug stores were, and some 
food store men were quite con- 
cerned over whether they had gone 
too far toward the return to the 
old General Store. It looked as if the 
in-pack premium were on its way 
out, in the cereal business, al- 
though the self-liquidating premi- 
um seemed to be as much in de- 
mand by small fry as ever. 

Safeway Stores revealed to Food 
Topics that it had cut its private 
brand canned goods from 40 to 6, 
slashed private brand advertising 
from $7,700,000 to $4,400,000, and 
stopped fighting trading stamps 
and manufacturers’ advertising al- 
lowances. Nestle Inc. ran a six- 
page centerfold in Life called “The 
Coffee Hunger of Man,” which re- 
counted coffee’s history, the work 
of Copywriter Roger Purdon, then 


| copy director of Bryan Houston, 
| who had shifted to McCann-Erick- 


son and Chrysler by the time the 
ad ran. Paul Patterson, ad manager 
of the Florida Citrus Commission, 
prophesied dire results from the 
commission’s decision to divide pr 
promotion among frozen, canned 
and fresh products, quit and went 
into the agency business. Mean- 
time, cold weather dealt the Flor- 
ida crop a severe blow and prom- 
ised to make life still tougher for 
frozen juice processors—in a field 
which already has suffered a large 
number of business casualties. 


® Jell-O celebrated its 60th anni- 
versary in its home town of Le Roy, 
N.Y., where it was recalled with 
amusement that the business (for 
many years a division of General 
Foods) could once have been 
bought from the late Ernest L. 
Woodward for $35. The 60th an- 
niversary celebration was held in 
Mr. Woodward’s mansion. Jell-O 
has been nationally advertised 
since 1902. 

The merchandising trick of the 
year was Swift’s use of a coupon 


worth $1.45 in food, run in issues 
of Ladies’ Home Journai, Life and 
Look. News of the coupon swept 
like wildfire among housewives; 
cabs cruised through cities with oc- 


agencies, following the Conserva- 
tives’ surprise sweep in Canadian 
elections. 

The ANA surveyed members, 


disclosed the median national ad- 


Out of the Frey Pan, Into the File... 


of compensation 


cupants buying up copies of the 
magazines, first checking to be sure 
the coupons were intact. A quick 
black market in copies developed, 
with the price reaching $1 per copy. 

Dissatisfaction playing no part, 
the government advertising ac- 
counts in Canada were taken from 
Liberal agencies and redistributed 
among deserving Conservative 


ttorial opinion and reactions of admen sce Page 125 mocting 
Am.awnic Crry, Oct. 30—Professors Albert W. Frey and Ken-|, Although Mr. Me —— 4 


their heralded study of advertising agency services and methods now be 


e ALBERT W. FREY—Albert 
W. Frey is professor of market- 
ing at Dartmouth’s Tuck school. 
In the fall of 1956 Mr. Frey was 
commissioned by the Assn. of 
National Advertisers to make a 
$40,000 study of the advertising 
structure, with particular at- 
tention to the agency compensa- 
tion system. This fall in Atlantic 
City he and his colleague, Ken- 
neth Davis, presented a prelim- 
inary report, which was objec- 
tive and calm in tone and 
seemed to presage no radical 
changes in compensation meth- 
ods. 


e DAVID WILLIAMS—David 
Williams is president of Erwin 
Wasey, Ruthrauff & Ryan, 
whose merger Oct. 1 set an 
agency record for magnitude 
(its combined billings would 
theoretically have been around 
$73,000,000). The problems of 
assimilating two groups of peo- 
ple and two sets of clients were 
difficult, and at year-end EWRR 
had lost some sizable chunks of 
business. Meantime it planned 
no new business activity until it 
had resolved some problems 
created by the merger. 


e BURKE D. ADAMS—Burke 
Dowling Adams had operated a 
highly successful small agency 
in Montclair, N. J., and Atlanta, 
Ga. It was an agency founded 
on Curtiss-Wright business, and 
it grew with Delta and Scandi- 
navian Airlines. In 1957, Cur- 
tiss-Wright shifted the big 
Studebaker-Packard account 
into the shop, so that in the last 
half of 1957 the agency— 
equipped now with a New York 
office—was billing at the rate of 
$17,500,000 a year—about twice 
its 1956 volume. 


e VANCE PACKARD—Vance 
Packard is a veteran of the 
writing business (Collier’s et 
al.), who hit the jackpot with a 
book about motivation research, 
“The Hidden Persuaders.” Pub- 
lished by David McKay Co., it 
bounded onto the non-fiction 
best-seller list in June, topped it 
for months, was still among the 
top five at year-end. Mr. Pack- 
ard’s interpretations were loud- 


Ten Men Who Made Advertising News in 1957 


(See Pictures on Page 1) 


ly disputed by admen and re- 
searchers, and the volume of 
discussion hurt the volume’s 
sales not at all. 


e JAMES VICARY—James M. 
Vicary diverted his attention 
from motivation research long 
enough to give birth to sublim- 
inal advertising, a process for 
flashing brief messages on a 
screen too rapidly to be “seen,” 
but slow enough to penetrate 
the viewer’s subconscious. These 
sub-threshold impulses were 
tested in a New Jersey theater, 
where they are said to have 
boosted popcorn sales 57.5% and 
Coca-Cola sales 18%. The no- 
tion of invisible advertising 
horrified many practitioners. 
There was considerable dispute 
about the device’s utility, and a 
test has been promised in Wash- 
ington. 


e NEIL H. McELROY—Neil H. 
McElroy rose from office boy to 
advertising manager to presi- 
dent of Procter & Gamble Co., 
described this year as the best- 
managed of U. S. corporations. 
He was named Secretary of De- 
fense in the fall, taking over a 
post fraught with problems (not 
the least of which was the lag in 
missile development) and one 
where reputations have been 
demolished. Mr. McElroy’s rep- 
utation rests on management 
savvy, ability to make quick and 
correct decisions, recruitment 
experience and the willingness 
to gamble on sound grounds. It 
was the highest governmental 
post to be filled by a business 
man with a _ predominantly 
advertising-marketing baok- 
ground. 


e J. C. (LARRY) DOYLE—A 
new car is always news, and the 
U. S. market hadn’t seen a new 
domestic car since the Kaiser- 
Frazier debacle of the postwar 
period. This year Ford intro- 
duced Edsel, in an effort to stop 
growing customers for compet- 
itors. J. C. (Larry) Doyle was 
general sales and marketing 
manager of the Edsel division 
and had charge of selling a 
$250,000,000 venture for the 
auto company. At year-end, 


Ford expressed satisfaction with 
Edsel’s progress, claimed not to 
be dismayed at the defection of 
dealers or the slow rate of sale. 


e THOMAS D’ALESANDRO— 
Mayor Thomas D’Alesandro’s 
effort to find a new source of 
tax revenue for Baltimore did 
as much to set the advertising 
world in a spin as any other 
single happening in 1957. After 
the Baltimore Sun, the mayor’s 
longtime adversary, ran a car- 
toon satirizing the proposed in- 
crease in water rates, the mayor 
and his city council put through 
a measure calling for a 6% tax 
on advertising. The newspapers 
and radio-ty stations have gone 
to court in an effort to get the 
ordinance invalidated. In Balti- 
more some people felt the may- 
or had made a drastic political 
mistake in tackling business, 
broadcasting and the press. 


e KEVIN SWEENEY—Kevin 
Sweeney, the much-traveled, 
hard-hitting president of the 
Radio Advertising Bureau, was 
selected to typify the strong re- 
surgence of radio. The gloomy 
pessimism brought on by the 
early inroads of television had 
been replaced by confident as- 
surance, as broadcasting’s elder 
medium welcomed returning 
advertisers back to the fold. 
Thanks to aggressive salesmen 
and attractive prices, spot radio 
was enjoying a_ spectacular 
boom, and network radio 
showed signs of being on the 
way back. 


e ROSCOE BARROW—The 
work of the FCC network study 
group, headed by Dean Roscoe 
Barrow, of the University of 
Cincinnati law school, may 
be reverberating through the 
broadcasting industry for years 
to come. Radio and tv were a 
favorite subject for congres- 
sional sleuths too, this year, but 
the 300,000-word Barrow docu- 
ment, which recommends the 
elimination of option time and 
“must buy” requirements— 
working tools the networks say 
they can’t do without—seems 
likely to have the most lasting 
effect on the industry. 


Frey Finds Commission System 
Irks Two Out of Five Ad Managers 
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vertiser would spend 10% more in 
1957. ANA also put together a busi- 
ness paper committee representing 
both paid and controlled publica- 
tion publishers; the committee was 
headed by Ralph Winslow, vp of 
Koppers Co., later elected chair- 
man of ANA. 


= For many an advertiser execu- 
tive, the high point of the year was 
the preliminary summary of the 
Frey Report, whose initial findings 
were sufficiently oracular so that 
they could be read with satisfac- 
tion from any viewpoint. 

Warner Bros. began the year 
with a cynical enjoyment of the 
ruckus over the ads for “Baby 
Doll,” guessing that it might guar- 
antee the success of a movie which 
otherwise was an “art house” item. 
Late in the fall Warner cashiered 
some 45 advertising and publicity 
people, was knee-deep in trouble 
with the Publicists’ Guild, which 
thought it detected a marked trend 


to firings in the motion picture 
trade. 


Agencies 


Advertisers were accorded a pa- 
tron saint during the year—St. 
Bernardino of Siena—and it was 
not immediately clear whether his 
protection extended to agency men, 
although he has already been 
claimed by publicity people. Agen- 
cy men could, however, reflect that 


St. Vitus was specifically reserved 
for comedians. 


= Among the top agency news 
stories of the year was the Cin- 


Dowling Adams Joins Top 50 


derella story of Burke Dowling Ad- 
ams Inc., which began the year 
with a modest billing (principally 
Delta Air Lines), wound up with 
Studebaker-Packard, Mercedes 
Benz, a New York office headed by 
James Cobb (ex-vp of American 
Airlines), Air Express and some 
remnants from the expiring Robert 
W. Orr account list. 


= Another was certainly the merg- 
er of Ruthrauff & Ryan and Erwin, 


573.000.000 Agency ... 
Merger Creates Ilth 
Biggest Agency-EW R 


Wasey & Co. It combined magni- 
tude ($73,000,000 in theoretical 
combined billing), history (both 
shops were nearly half a century 
cold) and built-in conflict. After 
the merger in October, the going 
got mushy: Sun Oil, Toastmaster, 
Baldwin Piano, McKesson & Rob- 
bins liquor, and Bon Ami were ei- 
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ther out or going and others were 
restless. 

Additional evidence of the con- 
centrated character of the agency 
business came from the Bureau of 
Census’ report on agencies in 1954, 
which showed that 103 agencies 
with $5,000,000 or more in volume 
accounted for 54% of the volume 
of 2,877 agencies, also that 661 of 
the agencies are in the New York 
area, and account for a little less 
than half of total agency receipts. 

The agency business was brood- 
ing over “gray flannelism”—its 
portrait as captured by hard- 
breathing writers of pocket books, 
and the jazzy glimpse of agency 
life provided by motion pictures. 
E. W. Whitney, of J. Walter 
Thompson, told a rapt Kansas City 
audience that its job was to undo 
the damage of the “sex-soaked 
novels” where an adman was “one 
part sideshow barker ... one part 
sex maniac. . .” The Four A’s elect- 
ed a chairman likely to offset any 
such impression, quiet, thoughtful 
Melvin Brorby, of Needham, Louis 
& Brorby, Chicago, who has already 


earned a formidable reputation as 
a good citizen in his business and 
community. 


s Among the interesting facets of 
agency life in 1957: Emerson Foote 


Fabulous Foote 
Career Resumes 


al Geyer Agency | 
Board Cheirmanship of 
‘Aggressive’ Shep Takes 
Adman inte 7th Agency |” 
a Venu Oct 11— Bight | 


off 
i 


moved out of McCann-Erickson 
and joined Geyer Advertising as 
chairman of the board; David Ogil- 
vy frightened a group of British 
advertising men by telling them 
how much a presentation could cost 
—and still fail to sell the account; 
Charles Farron succeeded Kenneth 
W. Akers as president of Griswold- 
Eshleman Co., Mr. Akers becom- 
ing chairman; Keyes, Madden & 


Jones was formed, with Russel M. 
Seeds billing as a nucleus, plus 
some Katz billing and personnel; 
H. L. (Hay) McClinton bolted from 
Calkins & Holden, soon emerged as 
head of Reach, McClinton & Co., 
promptly got the $5,000,000 Pru- 
dential Insurance account, drew a 
withering comment from C&H 
president Paul Smith that a full 
year’s creative work was all set 
for Prudential; J. Walter Thomp- 
son Co. installed a color television 
hookup to test commercials, and 
McCann-Erickson moved its New 
York office into 14 floors at 485 
Lexington Ave., part of which was 
converted into a marketing com- 
munications workshop. 


s AA found that 34 agencies with 
$25,000,000 or more in 1956 bill- 
ing billed a total of $2,396,400,000. 
Robert W. Orr Co. went out of busi- 
ness as Jergens moved to Cunning- 
ham & Walsh. An AA survey 
showed many agencies fed up with 
client questionnaires as a method 
of agency selection—‘a waste of 
time” was a composite reaction. 


va d 
Rh 


BS Which of this Sun trio is 
a Pulitzer Prize winner? 


As newspaper men, all three of the gentlemen 
above get around more than most. But only 
one of them in the course of duty got to New 
Delhi—and made an indelible mark. These 
clues may help you pinpoint him. 


1. From 1942 to the present, he has been 
constantly on the go for The Sunpapers. He 
covered the 8th Air Force in England in 
1943, the Italian and French invasions in 
1944, SHAEF and the German surrender in 
1945. He returned to Europe in 1946 for the 
Nuremberg trials and a reportorial swing 
through Italy, Czechoslovakia, Switzerland 
and Alsace. All of this was to prove precious 
preparation for his biggest moment. 


2.In 1947 The Sunpapers undertook a 
massive survey of the effect of World War II 
on the British Empire and Commonwealth. 
Each nation or dependency was visited indi- 
vidually and reported upon in full detail. 
As his part in the project, our subject was 
assigned to East Africa, South Africa, India, 
Burma, Siam, Malaya, Australia and New 
Zealand. His series of articles on the first 
year of India’s independence, entitled ‘Ex- 


The Baltimore Sunpapers 


periment in Freedom,” was awarded the 
Pulitzer Prize for distinguished reporting in 
the field of international affairs. Readers of 
The Sunpapers were the first to enjoy these 
illuminating reports, which were later pub- 
lished in book form. 


3. He’s not a “name dropper” by nature— 
but, as you can see, he’d be perfectly en- 
titled to make casual mention of Eisenhower, 
Bradley, Gandhi, Nehru, Smuts, Cassino, 
Anzio. 


4. By background he’s a combination 
Texan-Princetonian-caricaturist-minor poet- 
fiction writer-newspaperman. Today he’s an 
Associate Editor of The Sun, but we’re not 
sure he’s done roaming yet. 


Now for the denouement. Your quarry is the 
man on the right, who goes by the name of 
Price Day. His photo associates are (left) 
Charles Whiteford, Morning Sun reporter; 
and (center) Robert H. Kavanaugh, assistant 
national advertising manager. Kavanaugh 
gets around a lot, too—and will be mighty 
happy to include you in his next itinerary. 


Combined Morning and Evening circulation 411,663—Sunday 317,648 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott — Chicago, Detroit 


Advertising Age, December 30, 1957 


BBDO turned up as the No. 1 
agency in business paper place- 
ment in 1956, according to In- 
dustrial Marketing. The big agency 
underwent some changes as a re- 
sult of Ben Duffy’s illness and the 
subsequent stroke of Bruce Bar- 
ton, and Charles H. Brower became 


—— 


tired as chairman of Kenyon & 
Eckhardt but “not from life.” 
There were many new faces in 
management groups at agencies in 
every city, and Mr. Brorby urged 
more recruitment outside the agen- 
cy business, both as a means of 
keeping piracy (and its high cost) 


The Boss Demme 


To Merge or Not to Merge: That Is the Question 


president. Mr. Brower had a rough 
beginning: he resigned the Read- 
er’s Digest circulation promotion 
after a Digest article cracked hard 
on Hit Parade’s filter tip, Hit Pa- 
rade and Lucky Strike being BBDO 
clients. The agency annual meet- 
ing, incidentally, showed 153 cli- 
ents of an average 14-year tenure, 
of which 45 billed more than $1,- 
000,000, 41 less than $100,000, and 
some 3,000 employes. It lost $7,- 
000,000 in Revlon, but claimed to 
have virtually replaced it by year- 
end. 


= J. Walter Thompson opened its 
31st office (in Lima, Peru), and its 
London office billed $15,611,599 in 
print media in 1956, to rank No. 1 
in Britain. Meantime, Thompson 
topped agency contributors to the 
Republican campaign of 1956 with 
$12,600 (major contributors, Hen- 
ry C. Flower, $2,500, Stanley Resor, 
$2,100); in other agencies, Adolph 
Toigo, Lennen & Newell, $2,000, 
and James J. Houlahan, William 
Esty Co., $2,000. Agency business 
as a whole gave $51,000 in personal 
contributions to the GOP. 

The management face of agen- 
cies was changing. An example 
might be Young & Rubicam, where 
Ken R. Dyke, veteran advertising 
and broadcasting executive and re- 
cently vp for public relations, and 
Sam Cherr, vp in charge of mer- 
chandising (legend says Raymond 
Rubicam paid him more to lure him 
from his job as associate publisher 
of the New York Journal than Ru- 
bicam earned in 1925), both re- 
tired, and Jacob Giese and Lori- 
mer Slocum died (see obits). 
Thomas D’Arcy Brophy, “Mr. Pub- 


down, and of adding important 
supplementary experience. 


@ There was a steady urge to 
merge in the agency business, and 
the reasons weren’t hard to see. 
Accounts were moving upward in 
the agency scale. Of the 100 ac- 
counts of $500,000 or more which 
were recorded by AA as moving in 
the first 11 months of the year, al- 
most all moved to larger agencies. 

The house agency trend didn’t 
seem to be any more important 
than in previous years, although 
New Yorkers were watching Park- 
son Advertising, which has the 
Pharmaceuticals Inc. business, and 
broadcaster Ted Bergmann as top 
man. It’s free to look outside the 
Pharmaceuticals empire for busi- 
ness, but it began with a base of 
about $20,000,000 in billing. 

And one offshoot of the anti- 
trust consent decrees and the con- 
versation about the Frey report 
was apparent. In more and more 
account shifts, the explanation was 
likely to lie in the compensation 
area, 


Research 


The top research stories during 
the year were these: 

The preliminary findings of the 
Frey Report, commissioned by the 
Assn. of National Advertisers and 
done by Professors Albert W. Frey 
and Kenneth Davis of Dartmouth’s 
|Tuck School, were delivered to an 
overflow audience of admen in At- 
lantic City. The report was mild and 
objective in approach, offered no 
pat answers, but revealed a sub- 
stantial difference in thinking be- 
tween large and small advertisers, 


lic Service of the Ad World,” re- 


and indicated—at least in the sum- 
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LOUISVILLE 


Louisville's current rate of economic progress is most impressive. This A Midwestern Industrial Market 
rapid growth is sharply reflected by the fact that 32 times as many pas- 
sengers are boarding American Airlines planes in Louisville during 1957 


C. R. Smith, President, American Airlines, Inc. 


than there were only seven short years ago. in the Ohio River Valley rat 
We have increased our services to Louisville and have enlarged our 
facilities in your dynamic city, not merely to keep pace with the demand, The Ruhr of America 


but in the firm belief that your growth will continue. American has greatly 
increased its non-stop services between Louisville and other important in- 


dustrial centers, including our popular service to New York. American Air- where = Daily Newspaper Combination 
lines and Louisville will continue to work together toward greater prosperity 
and progress. reaches 99% of the People. 


S &€L kL tLouisgvitteE 


— Ghe Conrier-Zournal + THE LOvISVILLE TIMES — 


400,428 DAILY COMBINATION © 311,094 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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mary—that large advertisers tend 
to regard their agency relation- 
ships with more equanimity than 
smaller advertisers. 

J. Walter Thompson Co., work- 
ing with Fortune and Yale, pro- 
duced an illuminating forecast in- 
to the future of U.S. population, 
with emphasis on “Interurbia,” the 


may run from Portland, Me., to 
Norfolk, Va. 


® James L. Vicary, hitherto prin- 
cipally known as a motivation re- 
searcher, announced experiments 
in subliminal advertising. It was 
precisely the kind of black magic 
to capture the overheated imagina- 


1s subliminal advertising possible of 
Tot? Some say yes, and some say no. 

Im September James M. Vicery and 
Francis 8. Thayer announced the results 


strip city, which Thompson thinks 
will change all our marketing con- 
cepts, and which all future mar- 
keting plams must take into ac- 
count. The biggest strip city will 
be in the East, where a solid city 


Subliminal Advertising—Fact or Fantasy? 


Whether subliminal advertising, which has created so much public ex- 
cttement lately, ts @ velid concept or @ ridiculous hoax 1s discussed heve by 
Dr. Britt, whe recetoed his PRD. in paychology at Yele and ts the euthor 
end editor of ¢ number of books on edvertising and psychology Before re- 
turning to academic circles this year, Dr. Britt spent many years in execu- 
tive capectticn with @ number of advertisuny agenctes 


feeling, “I don't like you?” Yet you may 
not be able to explain to yourself why 
You sometimes heve « “hunch” that some 
person is not to be trusted. Ashed to give 
® logical explanation, you cannot Yet in 
such cases your ju 
plained im pert ot lesst by subliminal 
stimulation 


may be ex- 


tions of the ad business. Networks 
promised never to use any; the Ca- 
nadian Broadcasting Corp. demon- 
strated it for its viewers. Admen 
railed against subliminal advertis- 
ing, while Mr. Vicary put in a mild 


word from time to time explaining 
it really wasn’t vicious. At year end, 
Mr. Vicary was explaining that he 
was still in the research business, 
an enterprising movie trade paper 
had found the New Jersey theater 
where the tests were made and 
found contradictory evidence about 
subliminal’s effectiveness. Little 
notice was taken of the notion of 
Jack Gould of the New York Times, 
who advanced the suggestion that 
viewers might be delighted if the 
commercials were invisible. 

The Advertising Research Foun- 
dation went whole-hog into creat- 
ing research itself, hired ex-Cro- 
well-Collier exec E. P. (Spike) 
Seymour to persuade publishers to 
put up $600,000 of an anticipated 
$800,000 which a full dress audi-: 
ence study of 35 magazines would 
cost. Agency and advertiser con- 
tributions were in the $750 to $9,- 
000 range; magazine contributions 
would range up to $100,000. The 
survey’s chances were dimmed 
when Time Inc. announced it 
would not participate, and subse- 
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quent events made it seem unlikely 
the ambitious study would ever be 
made in its present form. 

Life showed preliminary find- 
ings from its $1,500,000 consumer 
study, which pivots on data much 
like that found in Bureau of Labor 
Statistics material, but was tailored 
to give marketers much new and 
usable material on how and what 
people buy. 


® The conversational news in the 
research business continued to cen- 
ter around motivation, and it wasn’t 
often a week passed without Dich- 
ter, Martineau or Vicary turning 
up in AA’s stories. Mr. Martineau, 
who once described advertising as 
a copywriter’s WPA, came back to 
argue again that art, not copy, is 
what sells in advertising, and to 
complain that beer ads are written 
by “cocktail set” admen. 

Perhaps the most incisive com- 
ment on research into motivation 
came from Dr. Lyndon O. Brown, 
vp of Dancer-Fitzgerald-Sample, 
at ANA. He ticked off six points 


RICHARD WILSON 


for 


Chief of The Register and Tribune's Washington Bureau, 1954 Pulitzer Prize winner 


Hometown paper 
the whole state 


of gee h, c 


because of the Pulitzer Prizes 


it has won? Well, that’s part of the 
answer ... and to a newspaperman 

an important part, too. Of the great 
newspapers in the country, only one, 
The New York Times, has been 
awarded more Pulitzer Prizes in the 
past decade than The Des Moines 
Register and Tribune. And few newspapers 
have won in as many classifications 
(Editorial writing, Washington 
reporting, Photography, Cartooning). 
This incontrovertible proof of editorial 
excellence is one of the many 

reasons why The Register and Tribune 
has the most unusual circulation 

in America — its papers are read 

by 70% of the whole state of lowa! 


Des MOINES 


REGISTER ann TRIBUNE 
350,000 COMBINED DAILY «+ 500,000 SUNDAY 
Gardner Cowles, President 


to keep in mind about motivation 
research: (1) There is no mys- 
tery about it, no secret approaches 
no‘ known to all researchers; (2) 
it is unwise to fall for the alchem- 
ist or super-salesman; (3) get an 
independent adequate review of all 
data; don’t settle for a few scat- 
tered examples and interpretations; 
(4) don’t confuse product motiva- 
tion and brand selection motiva- 
tion; (5) there is no single over- 
powering motivation—motivation 
is a complex, and it changes with 
society’s changes; (6) don’t look 
for the id—buying impulses, which 
are what advertisers are concerned 
with, come from the two upper 
levels of the mind, the “conscious- 
open” and “conscious-hidden” lev- 
els, not the “unconscious-hidden” 
level. 

There were interesting views ad- 
vanced: Solomon Dutka, president 
of Audits & Surveys, warned there 
is no typical test city, and that as 
soon as a test starts, the city be- 
comes atypical; Dr. Marcello L. 
Vidale, of Arthur D. Little, argued 
that advertisers over-advertise top 
brands, under-advertise the minor 
brands; Arno Johnson, vp and sen- 
ior economist of J. Walter Thomp- 
son, predicted present advertising 
outlays would double by 1968 to 
produce a $650 billion economy; 
Howard G. (Scotty) Sawyer, vp of 
James Thomas Chirurg Co., warned 
the Eastern t.f. Club that reader- 
ship studies ought to be called me- 
dia preference studies, and listed 
25 points to help the unwary space 
buyer avoid boobytraps. 

Developments: An analysis of 
1947 to 1954 corporation tax re- 
turns showed that the average com- 
pany of the 722,805 reporting had 
increased its advertising-to-sales 
ratio by 27.3% during the period, 
although the average corporation 
still spent just a little more than 
1% of its sales; A. C. Nielsen Co. 
lost the Battle of Britain to the 
Television Audience Measurement 
outfit, but stoutly declined to with- 
draw from the British scene; ARB 
announced its Arbitron, an instan- 
taneous electronic rating measure- 
ment service; and the Harvard 
Business Review provoked a furor 
by publishing a study of executive 
reading, in which it did extremely 
well, as editorial material, later 
was embarrassed when the Wall 
Street Journal, working from the 
same list, produced some contra- 
dictory results. 


Media 


It was a record year for most ad- 
vertising media, which posted sales 
gains steadily throughout 1957. It 
was particularly significant in two 
fields: Radio, which showed a great 
revival, and magazines, where a 
new sense of industry solidarity 
began to change wicked internecine 
selling tactics. 


® The outdoor business hit a rec- 
ord $123,500,000 in national sales 


volume, and spent an uncomforta- 
ble year fighting a host of critics 
who wanted legislation banning 
outdoor from highways to be cre- 
ated under the new federal high- 
way law. Sen. Richard Neuberger 
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The Saturday Evening 


POST 


The Saturday Evening Post 
has passed 5,600,000 cir- 
culation. All during the first 
six months of 1958, we expect 
to deliver an average weekly 
bonus of half a million cop- 
ies—500,000 over the present 
rate base of 5,200,000! 


The Saturday Evening 


POST Sell the POST 


A CURTIS MAGAZINE 
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What’s behind the boom in Post circula- 
tion? A strong, brisk business at the 
nation’s newsstands. Rocketing subscrip- 
tion sales, coast to coast. In two words — 
reader demand. 


This massive, ever-growing demand is 
built by the Post’s exciting articles, fiction, 
features and advertising. Post buyers are 
readers. Not only readers, but leaders — 
Politz-proved Influentials. And the Post 
reaches Influentials on every income level. 
They talk about, recommend things they 
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read in the Post. Their word-of-mouth in- 
fluence moves sideways — neighbor to 
neighbor, friend to friend, worker to work- 
er, boss to boss— multiplying your sales 
force by millions. 

The Post is the talk of advertising circles, 
too. Just this year, we’ve welcomed 187 
new advertisers. And we’re expecting even 
bigger crowds in 58! May we save a place 
for you? Come early and wear your best 
asbestos suit—you’ll be in the hottest book 


of the new year! 


INFLUENTIALS -they tell the others! 
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and Robert Moses continued to peck 
away at outdoor and found plenty 
of print space to do it in. General 
Outdoor disposed of its minor hold- 
ing in Central Outdoor, Cleveland, 
took over Claude Neon, Canada’s 
largest operator. 


= The newspaper business had two 
developments: The rising tide of 
r.o.p. color (in midyear, 656 dailies 
had color facilities, and 291 offered 
three colors and black) and Art 
Porter, of J. Walter Thompson, 
complained bitterly because New 
York dailies were behind the color 
parade; there was new interest in 
frequency and bulk discounts for 
national newspaper advertisers, 
with one adman after another urg- 
ing them on newspapers. While 
newspapers prospered, they con- 
tinued to shrink in number—the 
Ayer directory for 1956 found daily 
circulation at 56,596,000 (up 1750,- 
000 over 1955) but there were 16 
fewer evening papers (1,482), two 
fewer morning papers (334), 13 
fewer Sunday papers (536), and 
one more all-day newspaper (8). 
The Toronto Telegram tried a 
Sunday edition, dropped it after 
running into the Lord’s Day Alli- 
ance and blue law opposition, and 
no marked support developed for 
the innovation; although Matthew 
McCluskey said the Philadelphia 
News had “just begun to fight” in 
January, it was sold before the end 
of the year to the Philadelphia In- 
quirer; the Boston Post, wrapped 
in litigation, sputtered and died; 
the government’s long anti-trust 
fight with the Kansas City Star 
culminated in a consent decree 
whereby the Star was to sell its 
radio and tv stations and lim- 
it its use of combination rates; 
New York evening dailies moved 
up to 10¢ a copy, took sizable cir- 
culation losses—around 20%; the 
promotion backfire of the year 
came in Cincinnati, where the 
Times-Star had campaigned so 
vigorously for the Redlegs that sev- 
en of nine starters in the All-Star 
game for the National League 
would have been Cincinnati play- 
ers, resulting in intervention by 
Commissioner Ford Frick to put the 
Braves’ Hank Aaron and the 
Giants’ Willie Mays into the line- 
up, and to change the method of 
selection of players; the ANPA 
heard that the number of dailies 
using photocomposition trebled 
(although only 35 now use it) be- 
tween 1955 and 1956; Charles Lips- 
comb, former boss of J. B. Wil- 
liams, who was hired as top man 
of the Bureau of Advertising, held 
out the glowing possibility to the 
New England Newspaper Assn. 
that newspapers could capture 
one-third of all advertising dollars. 


s The magazines’ solidarity 
stemmed in part from post-mortem 
consideration of the death of Cro- 
well-Collier (about the happiest 
part of that story was the speed 
with which Crowell employes were 
absorbed into the business) and in 
part from the advice of industry 
leaders like Norman Strouse, who 
warned that when “magazine sales- 
raen do hatchet work on each other 
they leave deep gashes on the me- 


dium itself.” The merger of the) 


Magazine Publishers Assn. and the 
Magazine Advertising Bureau was 
set for Jan. 1, as was the retire- 
ment of Frank Braucher, longtime 
head of MAB and PPA. 
Woman’s Day won its court ac- 
tion in Chicago, but suffered -mil- 
tions of dollars in advertising losses 
while the decision was pending; 
magazine revenues hit $723,500,000 
in 1956; in Britain, Picture Post, 
once the country’s leading mag- 
azine, folded with the June 1 issue; 
the Theodore Presser Co., Bryn 
Mawr, Pa., closed Etude, 74-year- 
old music magazine, which once 
had 250,000 circulation and graced 
piano music racks all over the 
country, down to 52,983 at its clos- 


|ics in Bartlesville, with largely in- 


the Canadian “20%” advertising 
tax didn’t apply to it as a Canadian 
corporation; the American News 
Co., without which magazine dis- 
tribution would once have been 
thought impossible, was virtually 
out of the distribution business 
and had offered to sell all but 43 
of its 300 branch offices. 

A key part of magazine solidar- 
ity was perhaps traceable to the 
ARF study; while Look and Fam- 
ily Circle were outspoken support- 
ers of the project, the attitude of 
most publishers ranged from du- 
biety to determined opposition. 


® The revival of radio came in two 
ways: A big surge in radio spot, 
much of it stemming from the suc- 
cess of Pepsodent with its “You'll 
wonder where the yellow went” 
jingle; and there were lots of new 
jingles and bright commercials 
zinging over the airways; the radio 
network business had crawled up 
off the canvas and was beginning 
to sell vigorously—in March, Mat- 
thew J. Culligan, radio boss of 
NBC, said NBC network sales in 
1957 would double those of 1956, 
and announced a 10% to 20% rate 
increase—other nets reported sim- 
ilar progress. 

A radio station was worth real 
money. Station WNEW, sometimes 
considered the pioneer of the 
“music-news” format, was bought 
for $7,500,000 by DuMont. 

And KSON, San Diego, brought 
wrinkles to agency foreheads by 
announcing it would accept direct 
piacement of advertisements by 
advertisers at net rates. 


s The television medium contin- 
ued to dominate major advertiser 
thinking. Its pitfalls and power 
were demonstrated in the case of 
“Maverick,” which turned the 
Sunday night battle between Sul- 
livan and Allen into «. grim three- 


cornered struggle. Sylvester L. 
(Pat) Weaver, deposed head of 
Tm a One-Man Empire’ .. . 
Weaver Blasts Nets; 
His Plan Draws Shrugs 


Reps Le! but Some. 


NBC, suggested a Program Serv- 
ice, to serve a small network of 
independent tv stations, but was 
unable to clear the time, despite 
the support of WGN-TV, now car- 
rying “Ding Dong School,” one of 
the first Weaver offerings. There 
were moans of “relief” from ad- 
vertisers locked into 39- or 52-week 
show cycles where the audience 
didn’t materialize. 

The networks spent an unusual 
amount of time explaining the 
broadcasting business to various 
Washington inquisitors, and they 
began to solve the problems of ad- 
jacency and product protection. 
The inability of the Federal Com- 
munications Commission to keep 
secret decisions secret caused 
grave concern, and was resolved 
by FCC's deciding to announce ev- 
ery decision immediately. 

Pay television, that lurking pos- 
sibility, was finally being tested, in 
its cable form, by Jerrold Electron- 


different results. Meantime, pay tv 
was thought to be a big lure to the 
New York National League clubs 
in their trek westward, but Mat- 
thew Fox, the pay tv angel for 
Brooklyn, was beginning to be 
quite evasive about when it would 
all start and how it would work. 
Television continued to produce 
startling advances in documentary 
reporting and in discussion. The 
General Motors anniversary show 
was generally acclaimed for its 
quality, if not for its unobtrusive 
commercials, and productions of 
“Cinderella,” “Twelfth Night,” and 
“The Dialog of the Carmelites” 
drew genuine critical applause. 


ing; the Reader’s Digest Assn. 


(Canada) Ltd. sued, arguing that 


a trend toward greater frequency 
of issue—more monthlies became 
bi-weeklies or weeklies during the 
year, and the missile busineSs at- 
tracted new entries. Vision Inc., in 
a surprise move, bought Printers’ 
Ink. The hot spot in business paper 
circles continued to be circulation. 
The field was unanimous in think- 
ing National Industrial Advertisers 


Assn.’s Media Data File was a bad 
idea (it would have cost publishers 
$600 a publication), and NIAA fi- 
nally withdrew the proposal from 
the scene. 

Roland B. Smith, professor at the 
University of Connecticut, told the 
National Business Publications that 
an audit by a C.P.A. is an audit, 
recommended study of present au- 
dit procedures to see if they meet 
present needs and whether other 
types will serve the purpose; at the 


tions meeting in Chicago, H. H. 
(Doc) Kynett of Aitkin-Kynett 
Co., suggested a joint drive by ad- 
vertisers and agencies to get paid 
publications to break down free 
circulations. ABC resolutions are 
“all well and good,” he said, “but 
they don’t mean business.” So the 
ABC passed a resolution directing 
the board to provide an analysis of 
unpaid portions of ABC papers’ 
circulations, and the board did— 
but its rather opaque form (omit- 
ting occupational and geographical 
breakdowns) drew considerable 
criticism. 


®# C. B. Larrabee, director of pub- 
lications of the American Chemical 
Society, told the Productioneers 
Club business papers must lower 
costs. While advertising volume 
rose from $64,000,000 in 1940 to 
$444,800,000 in 1956, editorial pages 
rose 71%, and printing costs alone 
per unit rose about 115%. 

Carroll Buzby, president of Chil- 
ton Co. (publisher of both paid and 
controiled publications) gave a 
Pittsburgh meeting a wonderfully 
lucid explanation of the economics 
and practice regarding whether a 
publication is paid or “free.” 


Obituaries 


During the year, these are some 


of the advertising men who died: 


Sevellon Brown, 70, Providence 


newspaper publisher. . . James P. 
Sawyer, 52, agency president and 


later vp of James M. Mathes... 
Carl W. Jones, 69, former publisher |*.* * 


of the Minneapolis Journal ... 


E. E. Puckette, 69, general manager 
of the Chattanooga Times. . . Carl 
Byoir, 68, pioneer in public rela- 
. Miller Cross, 67, former 
. .Lu- 
ther Orange Lemon, 57, treasurer 
and director of J. Walter Thomp- 
. . John A, Fullerton, 79, 
chairman of Fullerton Publishing 
Co., Toronto business paper pub- 
Aglar 
Cook, 68, chairman of Topics Pub- 
Richard Slocum, 
55, exec vp of the Philadelphia}: - - 
Bulletin, former head of the Bu- 
reau of Advertising and president 


tions . . 
vp of This Week Magazine . 


son Co. . 


lisher ... William Ayers 


lishing Co. ... 


of ANPA... 
of Thomas’ Register ... W 
Rankin, retired agency head, 


time. . 


make ARF material 


@ The business paper field showed 


annual Audit Bureau of Circula-!:- - 


s Also, H. M. Thomas, 86, founder 

- * 
re- 
puted to be the first to buy radio 
. Gilbert P. Farrar, 70, ty- 
pographer and newspaper designer 
. . . Edward P. Herrick, 45, secre- 
tary of the Advertising Research 
Foundation, who worked hard to 
intelligible 
. . . Elmer Bullis, 85, pioneer space 
buyer of Lord & Thomas and first 


boss in advertising of Albert D. 
Lasker . . . J. M. Mathes, 68, long- 
time agency president after his 22 
years at N. W. Ayer... O. J. 
Elder, 75, once president of Mac- 
fadden Publications LeRoy 
Lincoln, 76, chairman of Metropol- 
itan Life, who picked Young & Ru- 
bicam as its agency and opposed 
its entry into television. . . 

Dalton Le Masurier, 45, presi- 
dent of KDAL and KDAL-TYV, in 
a Wyoming plane crash, which his 
wife survived after 19 days of ex- 
posure ... William James South- 
am, 79, once publisher of the 
Hamilton Spectator. . . Watson H. 
Vanderploeg, 68, president of Kel- 
logg Co. . . . Ralph R. Hotchkiss, 
51, vp of Compton Advertising, 
who coined “How’re ya fixed for 
blades?” for Gillette and Maxon 
. . » Raymond Bill, 61, chairman of 
Bill Bros. Publishing Corp. (Sales 
Management, Tide, etal.) ... 


s Henry Saul, 67, national adver- 
tising manager of Thomson News- 
papers .. . Richard H. Kastor, 84, 
chairman of H. W. Kastor & Sons 
Advertising Co. and agency pio- 
neer . . . Todd B. Franklin, 54, vp 
and research director of Grant Ad- 
vertising, New York. . . Walter H. 
Bowes, 75, retired head of Pitney- 
Bowes and pioneer of metered mail 
P. J. (Perk) Orthwein, 68, 
president of D’Arcy Advertising 
Co... . Elliott A. Bowles, 43, pres- 
ident of Whitehall Pharmacal Co., 
of cancer ... Walter W. Oherle, 
64, free lance artist who created 
Elsie the Cow for Borden. . . Jack 
A. Goodman, 48, vp and exec editor 
of Simon & Schuster, ad manager 
from 1935 to 1940 . . . Horace W. 
Dengler, 66, vp of Donahue & Coe 
but for most of his life a partner of 
Cowan & Dengler, agency devoted 
to the principle that 15% wasn’t 
proper compensation method .. . 

Ralph W. Hardy, 41, vp of CBS 
in Washington and former vp for 
legislative matters of the National 
Assn. of Radio & Television Broad- 
casters Lincoln Filene, 92, 
chairman of William Filene’s Sons 
Co., which cut a new pattern in de- 
partment store merchandising .. . 
Robert W. Orr, 60, agency presi- 
dent, shortly after closing his 


Robert W. Orr, 
Agency Founder, 
Is Dead at 60 


agency and losing his largest ac- 
count, Jergens . . . Morton Bailey, 
62, vp of Curtis Publishing Co. and 
ad director of the Post ... John 
Canfield, 33, general manager of 
Macfadden Publications ... G. L. 
Hartford, 92, who with his brother 
made the Great Atlantic & Pacific 
Tea Co. into a great grocery chain 
Wayne Coy, 53, once FCC 
chairman when the tv construction 
freeze was thawed, with Time Inc. 
as head of its tv properties at the 
time of his death Richard 
R. H. Grant, 78, retired vp in 
charge of sales for General Motors, 
sometimes called “The Napoleon of 
Selling”... 

Jesse H. Neal, 83, first execu- 
tive secretary of the Associated 
Business Papers, as it was then 
called. . . James E. McConnell, 79, 
chairman of McConnell, Eastman 
& Co., Canadian agency pioneer 
Jacob H. Giese, 73, vp in 
charge of finance for Young & Ru- 
bicam, and agency accounting au- 
thority . . . Lorimer Slocum, 59, vp 
and managing director of the in- 


Rubicam . . . O. Parker McComas, 
62, who left the world of banking 
to ride herd on the reorganization 
of Philip Morris. . . 


® Russell C. Harris, 64, retired 
general advertising manager of the 
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ternational division of Young &|. 


ELDON E. (ED) SMITH, vp and manager 
of the merchandising department 
of Young & Rubicam, New York, 
has been named merchandising di- 
rector of all the agency’s offices, 
effective Jan. 1. He succeeds Sam- 
uel Cherr, who is retiring after 32 
years with Y&R. Mr. Smith will 
be succeeded by Earl Angstadt, 
formerly supervisor of the depart- 
ment, who also becomes a vp. 


Beech-Nut Hit 
in $51,000,000 


Gerber Lawsuit 


Anti-Trust Suit Says 
Beech-Nut Took Gerber 
Baby Foods Off Shelves 


New York, Dec. 24—Gerber 
Products Co. filed suit in federal 
district court here yesterday for 
$51,000,000 in treble damages 
against Beech-Nut Life Savers Inc. 
charging monopoly in the sale of 
baby foods in California. 

Both companies manufacture 
and sell strained baby foods and 
are competitors in all parts of the 
country. 

The complaint charges that 
since September Beech-Nut “se- 
cretly purchased from certain re- 
tail dealers in California their en- 
tire stocks of Gerber’s baby foods 
for the deliberate purpose of pre- 
venting the public from purchas- 
ing such products and requiring 
the purchasing of the defendant’s 
products instead.” 

Gerber also accuses Beech-Nut 
of “secretly granting special pay- 
ments” in California to secure in- 
creased cooperation of retailers in 
the purchase, advertising, promo- 
tion and sale of Beech-Nut baby 
foods. 


® As a resuit of Beech-Nut’s al- 
leged acts, Gerber contends, it was 
“threatened with and suffered a 
loss” in its sale of baby foods and 
“further faced and suffered irre- 
parable damage in the loss of shelf 
space in retail stores and in the 
loss of good will which it had de- 
veloped over many years with cus- 
tomers and consumers in the states 
of California, Arizona and Ne- 
vada.” 

Gerber also seeks an injunction 
to prevent Beech-Nut from “con- 
tinuing to monopolize the baby 
food industry in any part of the 
U. S. through sales at unreason- 
ably low prices.” # 


Broadcasting . . . Dr. Barclay Ach- 
eson, 70, chairman of the interna- 
tional editions of Reader’s Digest 


Terrell Thompson McCarty, 62, 
founder and president of the Mc- 
Carty Co., Los Angeles ... Fred- 
erick Jeffery Ross, 78, one of the 
founders of Fuller & Smith & Ross 
and the Four A’s...H. C. Berko- 
witz, 59, treasurer and one of the 


Buffalo Courier-Express, and for- 
mer executive of the Newspaper 
Advertising Executives Assn. . 
Keith Kiggins, 61, vp of Storer 


founders of Mr. Boston Distiller 
|Inc...Ray K. Glenn, 64, pioneer 


-| southwestern adman and presi- 


‘dent of Glenn Aévertising, Dallas. 
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IN LOS ANGELES THEY SAY _ 
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AGAIN IN 1957, 


advertisers in Los Angeles 
have made The Times 
first in every major 
advertising classification 7 


AMERICA’S third largest marketplace, Los Angeles, is 


: Circulation: 
rapidly attaining an even higher position in the nation’s 464,453 weekdays, 
economy. In this strategic area, The Times has long been 841,853 Sundays. 
(See ABC Publisher's 
, the principal influence for sales. It is first by far in circula- Seetenandi tar 
tion and in advertising; it is first, too, among the newspap- six months ending 


September 30, 1957.) 


ES 


ers of the nation in volume of news and feature content, 


and in total, retail and classified advertising linage. 


LOS ANGELES 


REPRESENTED BY CRESMER @ WOODWARD, INC., NEW YORK, CHICAGO, ATLANTA, DETROIT, SAN FRANCISCO 
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- « buy American Weekly . . Parade 
.. This Week— or any 
combination of them... a 


b 
’ and add unduplicated* saturation coverage of : 
0 170 markets that do 14.4% of all U.S. retail sales 


FAMILY WEEKLY reaches over 60% of the families 
in its 550-county Supercity coverage area where 


Warr! a out of every $6.93 spent at retail throughout 
2h - 7¥7 the entire U.S. is spent. 
FAMILY WEEKLY MAGAZINE, Inc. : 


153 NORTH MICHIGAN AVENUE, CHICAGO 1 
Leonard S. Davidow, President John W. McPherrin, Publisher 


NEW YORK 17: 17 East 45th Street 

DETROIT 2: 3-223 General Motors Building 

CLEVELAND 15: 1066 Hanna Building 

LOS ANGELES 5: Blanchard-Nichols, Assoc., 633 South Westmoreland Avenue 
SAN FRANCISCO 4: Blanchard-Nichols, Assoc., 33 Post Street 

MIAMI 32: J. Bernard Cashion, Chamber of Commerce Bidg. 


*In only three of FAMILY WEEKLY'S 170 markets 


does another Sunday magazine originate. 


Family Weekly \s ON THE 
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The Editorial Viewpoint .. . 


The Biggest Marketing Problem of ‘58 


It could be that we are losing our perspective. But the more we 
think about it, the more we are convinced that the biggest marketing 
problem in America revolves around the marketing of automobiles. 

We don’t mean precisely how many will be sold in 1958, either. 
That is important to the economy—extremely important. But, what is 
infinitely more important, it seems to us, is how they are sold. 

The American economy has evolved, through a couple of centuries, 
on the basis of trust and confidence; of clearly defined costs and 
prices; of standardized products available from trustworthy producers 
and dealers at identifiable prices and under clearly ascertainable 
terms. 

Through the past half century, the automobile industry has been a 
leader in helping to develop this orderly concept of marketing on the 
American scene, a concept under which the buyer had less reason to 
beware than under any other previous set of conditions. And now this 
self-same automobile industry has led the way to a breakdown of all 
these concepts and a return to the economic jungle of a Middle East 
bazaar, in which everything, including price, is a mystery. Customers 
are no longer customers in the traditional American sense; they are 
traders and bargainers, pitting their puny knowledge and their buy- 
ing skills against the experts, in a game which is rapidly discarding 
all semblance of rules. 

No one knows any longer how much an automobile costs—any auto- 
mobile. No one knows what equipment and gadgets belong on an auto- 
mobile; what items are included in the cost and what items are avail- 
able on option, at extra cost. No one knows what a trade-in is sup- 
posed to be worth. And no one, understandably, believes a word of 
the retail price advertising of automobiles that appears every day in 
our newspapers and over our air waves. 

With perfectly straight faces, dealers advertise “savings up to $2,- 
000” on cars that sell, altogether, for $3,500 or $3,600; with the utmost 
contempt for facts and for even the most elementary factors of human 
decency, they use weasel words and double-talk to snare the unwary 
buyers, who have no way of knowing what they are supposed to pay. 

Whose fault is all this? It all depends, of course, on whom you ask. 
But one great big step to cut out all the double-dealing could be tak- 
en by manufacturers and should be taken by manufacturers. The 
public has a right to know what new cars are supposed to cost; what 
is standard equipment and what is not—and the manufacturers have 
an obligation to tell them. And don’t tell us, please, that this can’t be 
done. Approximate prices can be quoted; they have been in the past, 
and they can be now. 

If we don’t clear up this enormous area of economic jungle on the 
marketing scene, we can expect this jungle to encroach further and 
further on the marketing civilization we have so laboriously hacked 
out over a couple of centuries. Already the jungle has overrun enor- 
mous areas of our marketplace. We can’t wait any longer to start 
beating it back again. 


Look’s Like You'll Have to Work 


The economic skies are full of clouds as the year 1957 fades into 
history, and there seems a good possibility that some rain will fall. 
From where we sit, it looks as though advertising people may fare a 


Advertising Age, December 30, 1957 


—Tom Leitch, The Rumrill Coe., Rochester, N. Y. 


“How long has he been in advertising? Well, he can remember when 
MR stood for Mister.” 


little better than those engaged in some other occupations, but that a 
little harder work may be called for. It doesn’t look as though it’s 
going to be a cinch to move merchandise in 1958, and a considerable 
amount of extra energy—and extra thought—may have to be brought 
to bear 

One could hardly anticipate more savagery in switching people and 
accounts around than has been the rule during the year just passed, 
but our little crystal ball indicates that the brief case may become a 
somewhat more cogent symbol of the advertising man in 1958, and the 
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What They're Saying... 


Portrait of a Seller 

There is, of course, something 
rather repellent to the majority of 
the world’s people about the pos- 
sessor of an overdeveloped selling 
or promotion instinct. Such per- 
sonalities are not always the most 
pleasant of companions; and the 
promotion type, with his tendency 
to lack discipline when in contact 
with others, is the more repugnant 
of the two. And yet when the sales- 
man has nothing to gain from 
those around him and, therefore, 
feels no need for self-discipline, 
he, also, can be fairly repellent. To 
give the fellow his due, however, 
he spends so much time in the 
presence of those who can reward 
him for being a nice fellow that 
the habit has a tendency to carry 
over even when he is among the 
peasantry, except under severe 
provocation. 


—Nicholas Samstag, director of pro- 
motion, Time magazine, in his new 
book, “Persuasion for Profit.” 


No Simple Rules 

Factors making for successful 
product policies are complex and 
everchanging. Knowing that 85 to 
90% of new products fail, man- 
agement is potentially on a real 
spot. Under most conditions, fail- 
ure to introduce new products 


leads to stagnation and ultimate 
decay, whereas introducing the 
wrong products may result in se- 
vere loss of money and prestige. 
There are no simple rules for suc- 
cess and in the ultimate analysis 
the success of the decision rests on 
the ability of the human beings 
who constitute management. 

One of the most fascinating 
areas of behavior research con- 
cerns how the consumer evaluates 
the new product when he has al- 
most reached the point of pur- 
chase. It is here that the consum- 
er tries to assess the amount of 
risk against the offsetting reward 
he hopes to obtain in increased sat- 
isfaction. We all have experienced 
that feeling of risk when we pur- 
chase a new product, yet we can- 
not as yet accurately assess, from a 
management point of view, how 
the consumer deals with risk ia 
the market place. 

~—Richard J. Coveney, vp, Arthur D. 


Little Inc., speaking before an 
American Management Assn. seminar. 


Look Down, Boy 
All in all, it is CU’s opinion that 
driving the small cars does require 
better judgment (for one thing, the 
driver must bear in mind that it is 
quite possible for other drivers 
simply to overlook him)... 
~—Consumer Reports, November issue. 


Rough Proofs 


If that new gadget of American 
Research Bureau, which will re- 
port tv audience figures instanta- 
neously on a lighted board, really 
works, nervous sponsors will be on 
hand to switch the commercials at 
a moment’s notice. 

s 

What’s in a name, asked Shake- 
speare, and James M. Vicary pro- 
poses to find out in behalf of ad- 
vertisers with a special name au- 
dit. 

The descriptive the consumer 
can’t pronounce should be the first 
to go. 

e 
Cosmopolitan says the American 


wife is “the world’s healthiest, 
wealthiest, most independent 
woman.” 


And because of all these advan- 
tages, the life insurance companies 
say she almost invariably outlives 
her husband. 

a 

That killing frost in Florida a 
few weeks ago did more than dam- 
age the crops—it put quite a chill 
on the appropriations of the Flor- 
ida Citrus Commission, too. 

* 

R. W. Van Voorhis objects to 
movie ads with headlines, like “It 
slams you in the guts with a belly- 
ful of lead!” 

That kind of publicity may per- 
suade some timid people to stay 
home and watch the films on tv. 

Peter Lind Hayes and Mary 
Healy will have a daily show of 
their own on CBS Radio, and by an 
interesting coincidence their ini- 
tial sponsor will be a former ad- 
vertiser on Arthur Godfrey’s pro- 
gram, where the Hayes-Healy 
team sparkled during Arthur’s va- 
cation. 

. 

AA guesses that a boner in han- 
dling a tv commercial on a boxing 
show was the cause of Buick leav- 
ing Kudner, but maybe the decline 
of sales from 10.3% of the auto 
market in ’55 to 6.6% in ’57 also 
had something to do with it. 


Maiden Form is accused by two 
other makers of bras of hav- 
ing borrowed their “breathin” 
ideas for product design and ad- 
vertising. 

There’s no end these days to 
new ways to improve on nature. 


When the mailers’ unions picked 
the heavy shopping days just be- 
fore Christmas to strike a number 
of metropolitan newspapers, they 
didn’t exactly qualify as Santa’s 
helpers. 


Advertising budgets will rise 
slightly in 1958, reports the world’s 
greatest advertising journal. 

That’s the approved method of 
getting a little bigger piece of a 
somewhat smaller pie. 


Norfolk is the latest municipal- 
ity to start action to tax advertis- 
ing receipts of local media. 

Someone should reprint and cir- 
culate the story of what happened 
to the avaricious owner of the fa- 
mous goose which laid those glit- 
tering golden eggs. P 

Copy Cus. 


we ee ee oP ee Oe, >) ES 2. se. eine Wer. ea Pyle a ee mae Fl me wt rat, om ta oan a a i he 
- tha — ae a Me ee ea. cS ake eg ae ten kee aie Lek Oe aE Gn 4s el Se Oe i a a a ae aie eae ea: =” si ae ees arene ee. a ee | a yh 
ne ae Pema ey Ft eg eee PM ee ieee Ven ie en eae ee) ee er = se See 
pris s r. i, ed Se So 18 Ge er Ce Sat et ae “0 A Salen r A hE toate tees . a ri oat Ma eM RE Ree ger iee Pea T° Palais, Sie Ee) aries jinn eee eg Prat fer es 23 Re 5 é 
, ee oe Se ee eet ek”) a) See gc eee ge ae ae oS 
Cea ite eal nae Vat: PRP tis aine _ ae Sane Seer ek Tatar eee ge ee) Cael ee) on ae en Reames ca ie Sh tea We fe 0 ae ee 
x a ae sat ee an Cae cae Soe eye cs By 2 Se Nr epi Men oe eR Se Pa SS 3 ee: eee ee 
‘ Fi 3 ~ r 5 : - ee bend mg ea Aerie: i ass ar re 1 oe eS ae a ae a pu ne 
us . : : * ‘ 25 es pe Peas aay 
= : wun ols 
; og 
Pane |_| 
~ 
“. | 
ee Gladys the beauti ta | 
; | a he rae Me & : / | ax ro 
i i : é: 4 ry oe e be saree Eo i = 
raises Tes ES nc gee ; ee ae SS - a 4 
wt | ae | ER ye 5 ° 
a, oe ae ae a on a : 
pie . ale ge - a sai eS ae 
nN re a a. ; Pigg Op. i, re ae ye if 
“ oe ee 9 at ic, me vi ; 
an a ; of 
ire, 7 . a ete 
re bs gg) ae : 
=o Sa ti - ee : : 
ee a, ic vie sa 
ai mt ised . a " y he 
- (MAA) hs . , a 
: A hh \\\ ee ae Ps : em 
7 ~ A Re Ait A we - q 
=o ‘ i? owe a = ; 
a i \ ' DD = ae ’ = 
<2 1, aa : “ 
| . y 7 15 i? Sais * A ~~ 
rc Nh _ F tid » in 
“ be “abe Ba “a er 
a wg ‘ a eee a aed i a 
i | rk ne. + SE. vena eee eee ’ 4 
| = ie = i Mp oe PS Nar a: cae es eee i 4 x a 
oe Ske yn: En | P " 
\ Xf —. eee ae a 4 
; oe ; 4 
| es, a ROSS Ae ate ; ro Ee: 
is a i nj ag oe Se Re ‘ as : ™ 
. f o_—— ™ OTE ET i ‘ §. a Ns 
2 as a, ee Sige ee ‘ - of 
j 3 et ie. aa Poe in age Ls ; * 4 
i : WHR ON il, 7 
i dl | % — a a os a 
a3 | . 2a |6|~h—l(<(‘(C;.”:*:t*tzsk a 
os a P oo eae: RTA Ee ca 
oe | aa i = 8 ae ~ Bisa >) * aN s ed 
fe ie ; ie "4 Be Oe 4 5 
wee “ oy a ee Fi MTA be Se a a 
oe a ae 4 Rate ae ee Cee A 
a. ls ma ee te ‘ LS Ste ee aes BS 
far — es i so ah An ei Byte. se eo ee 
i a - 3. See re ve aoa +e 9 Be 
nee i =. RS eg ae ee aagt aan ey —_ 
oe ips % me. . 2s, «tee Eis. 7 ha car eee : << 
Dea a ey Te fae Se Pama - ae ¥ * 4 3 hl 
iM ik Ss awe. a | F 
| p us . yi y = ie : je 
seh a ae f eT 
nr | ei SRS. wy as * ane Bee 6.4 ae 1 ree o 
+ E arate onae ares . ef ea a ee ; 
a5 gigas) ——a — — = a —— — ——a Abies 
ne can ; f ; yearns) aR ae — 
| e ; G F 
oats } ae G; 4 ia lama: i a Tan 
= | ha tg | — os dig _ hace piles P a « 2 
i, i | sls lag : rf} ee rs re fe ee Seles aa. 
be | ira Res ee on: pa see mere.) ,. mae 
ee | aac. hee we 2. es wee oe ee eee ab 
Ae ; a a i 45 am 
ga 4 : cya de GN ea ae ity ets Wie ia 4 hae: i aoa 
Eien | . % rs . cape te an an, Pee 2, c _ auf ee | a 
<em P * j ga 
a! ' = si 
: , Lie 
x | ~— 
tq SSC Los 
es, | ~ 
— at ph 
ye ie 
am rel ae aa ee 
ee — — lle 
= aa: 
oo = d 
5 | ‘7 
ae j : 
—e Pedy 
a z 
i : | 4 
a tg j ; 
ps ‘ 
i aes 7 
i % 
ms - 
ae ci 
a | pea 
| es 
hal “€ 
<a 
eons 
a eee i 
eh | = | | od 
pa at 
ae "7 “ 
a aS 
a ace 
a f- 
A a a 
Lies oe 
sik Se 
fae : 
ee a 
et 14 
eo, e 7 
se pot 
’ = *s Shs 
ie a4 
Sill 
2a ¥ Pe fi 
ia | Ree 
a, aa 
=i a Be 
E ty } aie 
V ags ‘ 
a | tye 
cor i. 
23h * a 
at | a 
4 rue | | i 4 
boas ot 
Pe. ‘S 
sash ae 
aa eh; 
Bins 
a es 
| as 
| 
| e 
xs » | u 
ae 
aa 
4 | | 
ae Po | : 
i “ 
= Po | ¥ . 
is 
x | ‘ 
5 mae | ~ 
git 5 c 
a oe 
2 a ee 
‘ea PSs 
<<, Be 
para 
ey z ' 
eet 
* . i eG : : ; % 
aoe a og Ss RE 28 Be cies oj emma Wie 5 ee eee aie ed ee BE rea Race e tl Oe grins en AE hk Sin alia Se aS Se er nee a ee BN, ‘ F a oes 
oa nes Ae ec rt rae Le , Shee ee ra sie day eA ae ae a ta We iia a ee Ba feiss A poe fie ag eee Ge a yen a cies 5c ee as 
hee Sieg: | ee ee ee ee ee ee ee oe Oe decane Ca Se A Oe as eG: eater? fare earn, ig 
ae 3 ES eR Seer Meena Ny s Meg mm he nie pi: RS oe oe ss cae me OO Se ea : St ee Gee lees, ee Ba 
eal oo ee Pee ee. Re ee en: ll eS neers sie Mage eee ‘Segue ePaper 
Oe a ey pie ee es TE a rae eis eg 2) sy ee Behar: BR Lie ‘steam Fr tS: 2 aed SSaLam Peo Ss i et lek oe Ol ee Pe eee Sees °C agem Ye era hc bed 
aa ea | ee eee oe bie sista aS Fee ee CE a oe ee Sea pee: Say rey or To a? g IAN a ere ect ad a Nie RST neal 9- 0 Sa ed ee | ee ely 
e ee! ER eee ae | ay Fee iat cs tae 9 ee a | eS eee es 


Lilly Dache _ 


Bg Bag 


Look what came in the 
morning paper : 


If you read The Philadelphia Inquirer you could have read all of 
the books illustrated above, and more, without buying them. 


A 4 reat newspaper During 1956, The Inquirer serialized 16 “Best Sellers” as well as a 
. host of special features . . . for The Inquirer is dedicated to the task 

prints more of providing its readers with a mental diet that enlivens their days, 

widens their understanding, improves their leisure and introduces 

than news new people and ideas into everyday existence. 


The result? A vast family of avid readers whose loyalty to The 
Inquirer is reflected in the exceptional response they give to adver- 
tising in The Inquirer. That’s why The Inquirer carries more ad- 
vertising linage than any other Philadelphia newspaper. 


fr, Th Pein Fe 


a Now in its 24th consecutive year of total advertising leadership 
Exclusive Advertising Representatives: West Coast Representatives: 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 


ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD I. KRUG _ FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery “t. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 
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one call for all! 


visual communications specialists 


@ VISUAL SELLING AIDS 
from flip-overs to films 
@ SALES TRAINING PROGRAMS & MEETINGS 
from copy pl. ing to pr 
© EXHIBITS & DISPLAYS 
from creation to production 
© POINT-OF-SALE MATERIAL 


diaaah 


We are Masters of all Visual Communication 
Techniques, fully staffed with creative consultants 


and with complete facilities 
(ali within one shop) 

to do any job for you 

in the visual selling field! 


CREATIVE ART STUDIO - SILKSCREEN 
TYPE & LETTERPRESS - BOOK BINDING 
CHARTS & MAPS - EXHIBITS & DISPLAYS 


call us... for results 
eee Ou can 
see! 
Fe se 304 east 45th street, 


New York 17, N. Y. 
rapid art Murray Hill 3-8215 
service, inc. 


Pennsylvania Sets Cigaret 
‘Cost of Doing Business’ 

Pennsylvania’s department of 
revenue has placed the cost of “do- 
ing business” for cigaret retailers 
at 6% of the basic cost of cigarets, 
for wholesalers at 4%. This means 
that under an existing Unfair Cig- 
aret Sales Act the wholesaler must 
mark up cigarets by at least 4%, 
the retailer 6%. 

The new rules on minimum 
prices are “designed to eliminate 
unfair competition in the sale of 
cigarets” and to end the use of cig- 
arets as loss leaders. 


Buker Joins Holst & Male 

John C. Buker, who resigned as 
vp and manager of the San Fran- 
cisco office of Botsford, Constan- 
tine & Gardner in September (AA, 
Sept. 16), has joined Holst & Male, 


Advertising Age, December 30, 1957 


Honolulu, as an account executive. 
Mr. Buker will work on the Mat- 
on Lines and the Hawaii Visitors’ 
Bureau accounts among others. 


Rose-Martin Adds Two 

Rose-Martin, New York, has 
been appointed to handle advertis- 
ing for Gem Color Co., Paterson, 
N. J., and Travellers Premium Co., 
New York, luggage manufacturer. 
George Gero Advertising, Pater- 
son, formerly handled Gem Color. 
Leber & Katz previously handled 
Travellers. 


"Dun’s Review’ Had 893 Pages 
Dun’s Review & Modern Indus- 
try has reported to ADVERTISING 
AGE that its total number of adver- 
tising pages for 1956 was 893 and 
not 983 pages, the figure incorrect- 
ly supplied AA for the linage re- 
port published in the Dec. 16 issue. 


YOUR 
PRODUCT 


Parade of Winners... 38 prize recipes 


from Pillsbury’s BEST 9th Bake-Off! 9am 


TOoPPER—Here is the opening page 
of “the world’s biggest magazine 
food ad” featuring recipes from 
Pillsbury’s Bake-Off contest. The 
ad is scheduled for the February 
Better Homes & Gardens. 


Multi-Page ‘Better 
Homes’ Ad Presents 
Bake-Off Winners 


MINNEAPOLIS, Dec. 27—Pills- 
bury Mills and six cooperating ad- 
vertisers have joined forces for 
the second consecutive year to pro- 
duce the world’s biggest magazine 
food ad, based on winning recipes 
from Pillsbury’s 9th Grand Na- 
tional Bake-Off. 

The outsize ad, which will run 
the equivalent cf 14 pages and cost 
more than $406,000, is scheduled 
for the February issue of Better 
Homes & Gardens. 

Last year’s version of the “cook- 
book” ad cost a record $346,500 and 
carried 31 recipes. This year’s ad 
gives 38 recipes. The ad includes 
three spreads plus front and back 
cover pages in color, plus 12 half- 
page inserts. The package will be 
perforated and punched so that 
it will fit the “Better Homes & 
Gardens Cookbook.” 

The participating companies and 
their agencies are Kaiser Alu- 
minum & Chemical Co. (Young & 
Rubicam); Atlantis Sales Corp.'s 
French’s spices and extracts (J. 
Walter Thempson Co.); Procter 
& Gamble Co.’s Crisco (Compton 
Advertising); Morton Salt Co. 
(Needham, Louis & Brorby); Red 
Star Yeast & Products Co. (Bruce 
B. Brewer & Co.); General Electric 
Co.’s G-E Keyboard ranges (Young 
& Rubicam) and Pillsbury (Camp- 
bell-Mithun). + 


ANA Elects Frost 

Donald S. Frost, vp in charge of 
advertising of the Bristol-Myers 
products division of Bristol-Myers 
Co., has been elected treasurer of 
the Assn. of National Advertisers. 
He succeeds Henry Schachte, Le- 
ver Bros. Co. vp, who has been 
named vice-chairman of the asso- 
ciation. 


Turner Joins D'Arcy 

Howard Turner, formerly sales 
promotion manager of James Lees 
& Sons Co., Bridgeport, Pa., has 
joined the staff of D’Arcy Adver- 
tising Co., New York, as a retail 
marketing specialist. 
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A prosperous New Year to you—and now, a new 
TEXTILE WORLD to help you hit new highs in sales. 


N e It’s the magic word in today’s textile market 
—— 


industry’s ‘news breaks” selecting, evaluating, interpreting, pinpoint- 
ing that which is vital with sure-footed textile authority. 


\W/ “This Month in Textile Chemicals” —a 4-pager, special 

ne stock, newsletter treatment. To alert management on 

What's happening in the important textile-chemic2l area—new 
chemical improvements reflected in bleaching, dyeing, merceriz- 
ing, printing and finishing. 


... hew costs, new competition, new products, 
new profits... a whole new set of conditions for the men 
who run the industry. So, building strength upon strength 
—the new TEXTILE WORLD. 


Brighter, better, broader! The magazine for the new man — 
executive and engineer — production, marketing, financing. 
For the whole man. To educate, to stimulate, to cross-com- 
municate among all functions of the field. To alert, to sharpen 
judgment, to generate excitement about the new panorama 
widening out in textiles. 


Changes cover-to-cover—new 2-page “Contents” to 

N eC give the reader better exposure of what’s in the issue, 

Why and where. New special features—in February, for in- 

stance, “Technical Developments & Trends.” In the making, 

month by month—innovations and upgrading to make 

TEXTILE WORLD a still better product for the reader 
... and thus for you, the advertiser, too. 


TEXTILE WORLD, the “Know How-Know Why” pub- 
lication, ... McGraw-Hill, 330 West 42d St., New York 


36, N. Y. @ @ 


In editorial concept — the “Know How-Know Why” 
N * publication. Both sides of the textile operating and 
parchasing dollar. The “Know Why” behind labor, prices, trends 
and profits. The “Know How” in spinning, weaving, knitting, dye- 
ing, bleaching, finishing, printing, designing. 


W “Textile Business” —a tightly edited 10-page section on 
ne special stock, designed for fast-reading . . . from out of the 
areata 
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Feeney Succeeds McAdam 

Edward J. Feeney, currently as- 
sistant to the vp for the central 
region, has been named to succeed 
James MeAdam as advertising 
manager and assistant vp of sales 
of Emery Air Freight Corp., New 
York, on Jan. 1. Mr. McAdam re- 
signed to go into business for him- 
self. His company is Demmert & 
Held, Garden City, N. Y., syndi- 
cated direct mail service. 


Sullivan Joins CBS Radio 
Robert J. Sullivan, formerly ad- 
vertising and promotion manager 


of WOR and WOR-TV, New York, 
has joined CBS Radio, New York, 
as manager of audience promotion 
and merchandising. He replaces 
Murray Salberg, who left to become 
radio-tv director of Marshall & 
Coch, New York. 


Austin Heads Northeast 

James W. Austin, formerly vp- 
traffic and sales for Capital Air- 
lines, has been named president of 
Northeast Airlines, effective about 
Jan. 1. Mr. Austin succeeds George 
E. Gardner, whe will become chair- 
man of the board. He continues as 


Northeast’s chief executive officer. 
Paul F. Collins, present board 
chairman, will b2come chairman of 
the advisory committee. 


Reilly, Brown Gains One 

Gro-Styles Inc., New York, a 
children’s sportswear subsidiary of 
Simon-Zucker Co., has named Reil- 
ly, Brown & Tapply, Boston, to 
handle its advertising. A 1958 ad 
campaign will kick off with four- 
color inserts in sporting goods 
trade magazines in January, fol- 
lowed by other trade and consumer 
advertising. 


Neededness!* 


More engineers NEED Proceedings of the IRE than need 
any other radio-electronic engineering magazine. 51,745 
(ABC June 30, 1957) plus 10,397 students, to be exact. This 
is not promised—but delivered circulation. 


*Engineers NEED the unabridged, factual, working information of 
which Proceedings of the IRE supplies over 1,900 pages a year. This 
is more than a WANT but a vital need, satisfied since 1913 by 


AN 


® Member of ABC 


Proceedings of the IRE 


THE INSTITUTE 


OF RADIO ENGINEERS 


Adv. Dept. 72 W. 45th St., New York 36, N. Y. * MU 2-6606 


Chicago * 


Cleveland 


* LosAngeles * San Francisco 


You Might Pitch A Ringer 8 Times Out Of 10*= 


BUT. « e YOU NEED WKZO RADIO 
TO HIT PAYDIRT 
IN KALAMAZOO-BATTLE CREEK 


G-COUNTY PULSE REPORT 


KALAMAZOO-BATTLE CREEK AREA—MARCH 1957 
SHARE OF AUDIENCE—MONDAY-FRIDAY 


pan Yay 


| The Fetyer Halions 


WKZO.TY — GRAND RAPIDS KALAMAZOO 
WKZO RADIO — KALAMAZOO.-BATTLE CREEK 


WJEF RADIO — GRAND RAPIDS 


W JEFF — GRAND RAPIDS-KALAMAZOO 


KOLN. TV — LINCOLN, NEBRASKA 


Associated with 
WMEBD RADIO — PEORIA, ILLINOIS 


AND GREATER WESTERN MICHIGAN! 


Reach out and ring up the biggest share of the Kala- 
mazoo-Battle Creek and Greater Western Michigan radio 
audience, with WKZO. Pulse figures at the left prove 
that WKZO delivers it—morning, afternoon and night! 
Many of the most impressive ratings are for WKZO 
local shows—with several giving up to 41% Share of 
Audience—or over twice the share of the nearest compe- 


WKZO | Station “B” | Station “C” 
6 A.M.-12 NOON 35 20 3 
12 NOON-6 P.M. 30 21 10 
/6 P.M.-12 MIDNIGHT} 29 21 10 tition! 


Want more facts? Ask your Avery-Knodel man! 


WKZO 


CBS Radio for Kalamazoo-Battle Creek 
and Greater Western Michigan 


Avery-Knodel, Inc., Exclusive National Representatives 
*Ted Allen won the championship in 1955 with an .863 ringer average in 35 games. 


Advertising Age, December 30, 1957 


Getting Personal 


Robert E. Lusk, president of Benton & Bowles, has been named 
chairman of the advertising division of the United Hospital Fund’s 
78th annual campaign .. . 

Bruce Duncan Linger, son of Dean Linger, ABC-TV director of 
advertising and promotion, was born Dec. 7 in Los Angeles, weigh- 
ing 7 Ib., 10 oz... . 

Ray. McMahon, in Reinhold Publishing’s catalog division, was 
the happy holder of the winning door prize ticket at the New York 
Adclub’s annual Christmas party. The prize? a sleek MG sports 
car! ... 


Huff Mrs. Huff Mrs. Martin 


HONORED—Harvey A. Huff, retiring advertising directot of the Home 
News, New Brunswick, N.J., chuckles over photographic reproduc- 


' tion of the paper’s front page dating back to day he started work, 


March 3, 1918. With him are Hugh Boyd, publisher of the Home 
News; Mrs. Huff and Mrs. Edward Martin, a vp of Home News 
Publishing Co. 


Joan Sinclaire, package producer and manager of the radio/tv/ 
film department at Maude Lennox Agency, starts her new tv-radio 
workshop at the YWCA’s Ballard School Jan. 6. Guest speakers 
lined up so far include Jay Kacin of McCann-Erickson, Jack Ather- 
ton of Atherton & Currier, Jim Gaylord of Carl Byoir Associates, 
Lou Florence of Lennen & Newell, Norman Baer of Mutual and 
Steve Kaplan of BBDO... 

Jefferson Standard Broadcasting Co. has been awarded the first 
annual Corporate Citizenship Award by the North Carolina Liter- 
ary & Historical Assn. The company was so honored for its 
“distinguished service to the people of the community and state 
during 1957.”... iil 


Kaufman 


HONORED GUESTS—The five guests who received plaques for their 
civic and philanthropic leadership at the annual advertising, pr, 
publishing and communications dinner of the Federation of Jewish 
Philanthropies of New York, were William B. Baker Jr., chairman 
of Benton & Bowles; Thomas J. Deegan Jr., advertising vp of the 
Alleghany Corp.; Herbert R. Mayes, Good Housekeeping editor; 
Robert W. Sarnoff, NBC president; and Dorothy Schiff, New York 
Post publisher, whose award was accepted by Sylvia Porter. Also 
pictured here are Elkin Kaufman, Lennen & Newell vp, who was 
dinner chairman, and Arthur C. Fatt, president of Grey Advertis- 
ing, who presented the awards. 


Porter Baker Fatt 


Mayes Sarnoff $$ Deegan 


James Webb Young, senior consultant of J. Walter Thompson 
Co., sent out to his friends as a Christmas greeting another small 
volume of his “ego-biography,” in which he has been recalling 
the highlights of his distinguished advertising career .. . 

Benjamin Shattuck, president of Chambers, Wiswell, Shattuck, 
Clifford & McMillan, Boston agency, has beci elected alderman-at- 
large for Newton, Mass. . . 

Franklin Charles Beck of Lennen & Newell, New York, was mar- 
ried Nov. 17 to Miss Claire Emory of Westport, Conn. . . Bradford N. 
Warner, manager of public and employe relations for the Warner 
Bros. Co., Bridgeport, Conn., foundation wear manufacturer, has 
been elected president of the Connecticut YMCA Industrial Rela- 
tions Council. . . 

When the 31st annual national] championships of the American 
Contract Bridge League were held recently in Los Angeles, a spe- 
cial telecast was made by KTTV. Preparatory to the telecast, Rich- 
ard Moore, station president, and Robert Breckner, vp of program- 
ming, visited the tournament, and have a trophy to show for it. 
Partly to get the “feel” of the tournament, and partly as a gag, the 
two men entered a side session, competing with 100 players, and 
wound up in first place for the session. . . 
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” INTRODUCES 
r .TO MILLIONS OF PEOPLE 
= . 


ONCE AGAIN... 


[yoliaur 


MADELYN DARROW 
MISS RHEINGOLD 1958 


[ Outdoor Advertising 


aa 


“For the past seventeen years, Outdoor Advertising 

has played a big part in the introduction of the new 

Miss Rheingold to her public. Because Outdoor is seen 

eh ° by everybody, it’s a logical medium to keep our 

My. Philip Liebmann selling ‘queen’ in the public eye—all year ’round. 
President Further, Outdoor covers our marketing area with 
Liebmann Breweries, Inc. says: such complete penetration that we regard it as a vital 
part of the advertising effort that has made 
Rheingold Beer New York’s largest-selling beer.” 


84.6% of all peopie who drink or serve beer see and remember Outdoor posters! * 


OUTDOOR ADVERTISING INCORPORATED». 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


~ 
a 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK + ATLANTA + BOSTON + CHICAGO + DALLAS «+ DETROIT » HOUSTON « LOS ANGELES + PHILADELPHIA « ST. LOUIS » SAN FRANCISCO « SEATTLE 
*Urban Poster Readers — Starch Continuing Study of Cutdoor Advertising 
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Adman Is Salesman, 
Not Plotter, Says 


Cone in ‘Atlantic’ 


Boston, Der. 27—‘‘Advertising 
is not a plot. Nor are most adver- 
tising people wily plotters. They 
are salesmen, in print and over 
the air. And just as most good 
salesmen-in-person seek to know 
all they can about their prospective 
customers, so do most manufactur- 
ers and their salesmen-in-adver- 
tising undertake to learn all they 
can about their prospective cus- 
tomers.” 

Thus does Fairfax M. Cone, 
writing in the January Atlantic 
Monthly, answer the indictment of 
motivational research and other 
facets of advertising made by 
Vance Packard four months ago in 
the same magazine. 


= Mr. Cone, chairmon of the ex- 
ecutive committee of Foote, Cone 
& Belding, says motivational re- 
search is done for two reasons: To 
find out what people know about 
products, and to find out what peo- 
ple want that the products do not 
have. 

Agreeing that many competitive 
products today are similar in qual- 
ity and performance, Mr. Cone 
says motivational research is used 
to discover the elements in choice 
in specific instances, “and to build 
products and design services—and 
advertising—to merit the choos- 
ing.” 


® The agency executive rebuts 
several specific charges made by 
Mr. Packard, author of “The Hid- 
den Persuaders.” 

To imply that agencies have 
great persuasive powers over the 
public taste and tight control over 
the billions spent on advertising is 
wrong, he says. Speaking of his 
agency’s clients, he writes: “Chair- 
men, presidents and executive 
committees must pass every ad- 
vertising budget proposal; and ev- 
ery budget that I know of is pre- 
sented complete with detailed copy 
recommendations and layouts for 
printed advertising and proposed 
text and storyboards for television 
commercials.” 

Further, in radio and television, 
the agency does not dictate content, 
Mr. Cone says, since the only re- 
course a dissatisfied agency has 
is not to buy or not to renew a 
time period or a program that is 
offered. 

He denies Mr. Packard’s charges 
that advertising executives are 


STRATEGIC 
ADVERTISING 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market 


The six world-spanning Army 
Times service publications ore 
the mass circulation media reod 
most by the military. Write or 
coll for full information. 


ART TUAES ~ AIR FORCE TIMES ~ WAVY TIMES 
The An WEEKEND + MILITARY MARKET Mogorine 
~The ARMY-NAVY. AIR FORCE REGISTER 


ARMY TIMES 
PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 


U. S$. OFFICES: Choriesten, S. C., Chicago, Hone- 
tuly, Les Angeles, Miomi, New York, Philodel- 
phic, Son Frencisco 
FOREIGN OFFICES: Fronkfurt, London, Poris. 
Rome, Totye 


“judges, with life-and-death pow- 
er over most of our mass circula- 
tion magazines.” Mr. Cone said 
editorial content has sometimes re- 
sulted in canceled ads, but he lik- 
ens it to the case of an irate reader 
who cancels a subscription. 

“America’s periodical publishers 
. . . like the broadcasters and the 
newspaper publishers, go their own 
highly individual and independent 
ways, and advertising follows 
them; it never leads.” 


® He calls “fantastic” a statement 
by Mr. Packard that “advertising 
men now ponder the advisability 
of making the ‘entertainment’ por- 
tion of their tv sponsored programs 


a little dull so that the commer- 
cials will seem more exciting by 
contrast.” 
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place Mr. Linabury. Mrs. Paul J. 
Mooney Jr. has been promoted 
from secretary to the president to 


“What advertising men?” Mr. | head of the traffic department, and 
Cone asks. “Who? Where? And/Eugene C. Mandarino, of the art 


with the connivance of what net- 
work or station officials who must 
suddenly have decided that com- 
mercials and not programs attract 


the audiences by which they 
live?” = 
Mayer/Klann Boosts 4, Adds 2 


John G. Linabury has been pro- 
moted from copy chief to exec vp 
of Mayer/Klann/Linabury Adver- 
tising, Benton Harbor, Mich. 


Thomas S. Watts, public relations| or public 


staff, has been named assistant art 
director. Additions to the staff in- 
clude John C. Randall, former mid- 
western manager of Electrical 
Dealer, an account executive, and 
Richard D. Farrell a copywriter. 


Award Nominations Asked 
Hitchcock Publishing Co. is ask- 
ing for nominations for its Wood- 
working 1958 Award of Merit cita- 
tions. Any organization, association 
institution which has 


director and copywriter, will re-|been of outstanding service or has 


made an outstanding contribution 
to the woodworking industry in 
promoting wood and the utilization 
of wood during 1957 may be nomi- 
nated. Nominating forms are avail- 
able from Hitchcock, 222 E. Willow 
Ave., Wheaton, Ill. 


Shater Retires From Armour 

Walter S. Shafer, vp in charge 
of trade relations of Armour & Co., 
Chicago, will retire from the com- 
pany Jan. 3. Mr. Shafer, who 
joined Armour more than 35 years 
ago, formerly was general manag- 
er of advertising and sales promo- 
tion, and before that was general 
manager of the general sales divi- 
sion. 


“He must know a good spot” 
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Four Join NL&B Oftices 

J. Paul Moore, formerly media 
co-ordinator and advertising budg- 
et control supervisor of Procter & 
Gamble Co. of Canada, has been 
appointed media director of Need- 
ham, Louis & Brorby of Canada. 
Chicago office appointments in- 
clude the addition to the writing 
staff of Marianne Baer and Robert 
Chambers; Robert Stanley has 
joined the art staff of the tv-radio 
department. Miss Baer (Mrs. Rob- 
ert Chambers) was formerly with 
N. W. Ayer & Son, New York; Mr. 
Chambers, with Batten, Barton, 
Durstine & Osborn, New York, and 
Mr. Stanley was formerly an art 
director of Foote, Cone & Belding. 


Kaufman Agency 
Establishes New 
Profit Sharing Plan 


WASHINGTON, Dec. 24—Henry J. 
Kaufman & Associates, Washing- 
ton, last week established a new 
profit sharing plan which seeks to 
compensate employes on the basis 
of length of service as well as sal- 
ary level. 

Under the plan, outlined at the 
agency’s annual Christmas party, 


the amount credited to the individ- | 
ual employe ranges from 10% for 


newer employes in lower brackets, 
to as much as 40% for top-salary 


personnel with long years of serv- 
ice. 


Cleveland t.f. Elects Gillam 


Jim Gillam of Steel has been 


In explaining the plan, Henry J.|elected president of the t.f. Club 


Kaufman, managing director of the 
agency, said the purpose of the 
plan is to maintain staff stability 
and stimulate greater interest in 
efficient and profitable operation. 


= The profit sharing fund is based 
solely on contributions by the 
agency. Any of its 40 staff mem- 
bers with one or more years’ ex- 


perience is eligible to participate. 


To make allowance for seniority 
as well as salary, the plan uses a 
point system. One point is awarded 


for each year of service and each 
|$100 of salary. # 


of Cleveland for the 1958 term. 
Robert Watts, Iron Age, is the new 
lst vp; Greg Johnson, Pit & Quar- 
ry, is the new 2nd vp, and William 
Benagh, Conover-Mast, has been 
reelected for his eighth term as 
secretary-treasurer. New board 
members are William Hilty, Metal 
Progress; Orrin Eames, Eiectric 
Light & Power, and Robert Watts, 
Iron Age. 


Schwartz to Henning & Cheadle 

Robert D. Schwartz, formerly 
advertising and sales promotion 
manager of the Deepfreeze home 


So does the J. Walter Thompson Company, one of the nation’s 
leading advertising agencies. Experts at selecting the most 
sales-productive television stations, the JWT timebuyers have 
at their fingertips the latest market and audience research. 
Facts carefully compiled by their own skilled researchers... 
plus exhaustive data supplied by CBS Television Spot Sales. 


So armed, J. Walter Thompson has bought spot schedules on 
WBTYV, Charlotte, for 11 of its clients during the past year... 
including such major accounts as Shell Oil, Eastman Kodak, 
Ford, Schlitz, Scott Paper, 7-Up and Ward Baking Company. 


Good spot to be in! For JWT and for 388 different national 
spot advertisers currently placing schedules on the 13 stations 
and the regional network represented by... 


CBS TELEVISION SP®T SALES 


wess-Tv New York, wucr Hartford, wcau-tTv Philadelphia, wror-Tv Washington, 
wBTv Charlotte, watw Florence, wMsR-TV Jacksonville, wx1x Milwaukee, 
WBBM-*v Chicago, KGUL-TV Galveston, KSL-Tv Salt Lake City, KOIN-TV Portland, 
KNXT Los Angeles, and THE CBS TELEVISION PACIFIC NETWORK 
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appliances division (now defunct) 
of Motor Products Corp., has joined 
the Chicago office of Henning & 
Cheadle as an account executive. 
Henning & Cheadle, with head- 
quarters in Detroit, produces mer- 
chandising, promotion and train- 
ing programs. 


‘SEP’ to Increase Rates 
Circulation Base in July, ‘58 
An ad rate increase of nearly 
10% will go into effect for The 
Saturday Evening Post effective 
with the July 19, 1958, issue. For 
a b&w page, the increase means’ a 
jump from te present $21,205 to 
$23,475. The new rates are based 
on a new circulation base of 5,- 
600,000 compared with the present 
base of 5,200,000. 


Klaus Joins Ravel Bros. 

Erwin H. Klaus, former market- 
ing director of Northrup, King & 
Co., seed wholesaler, has joined 
Ravel Bros. Inc., Albuquerque, 
N.M., seed wholesale distributor, - 
as sales manager. 


1. Lowest per-thousand costs—$4.97 
per page per thousand in 1958, lowest 
of any news magazine. 


2. Biggest circulation growth numeri- 


cally—From a a - Fie og 
fom, years age to cues thes ,000, 

in 1958. 

3. Biggest circulation growth percent- 
agewise— More than tripled in the past 
ten years. 

4. Biggest newsstand circulation growth 
— From 22,009 ten years ago to 117,954 
for the first 6 months of 1957. 


5. First in voluntary circulation meth- 
ods—No pressure methods, no pre- 
miums, no door-to-door salesmen. 


6. Most pages directed to business and 
industry—No other news magazine car- 
ries as many pages of such advertising. 


7. Highest concentration of managerial 
people—74.8% hold managerial posi- 
tions, providing managerial coverage at 
lowest per thousand costs. 

8. Highest concentration of high- 
income families—Lowest advertising 
costs for covering families with in- 
comes of $7,500 or more and $10,000 
or more. 

9. Highest visibility for advertising—. 
Carried 2,000 more news pages in 
1956 than any other news magazine, 
with resulting highest visibility for 
advertising. 

10. Biggest impact on important peo- 
ple—First in number of “most useful” 
and “most confidence” votes by key 
people in business, industry, finance, 
government and the professions. 


There’s magic selling power in 
this QUALITY 1,000,000 
for every national advertiser 


Here is 1,000,000 net paid circulation 
of the hi t quality at the lowest per 
thousand cost in the field— your biggest 
buying best customers and prospects in 
the year ahead—your best advertising 
buy for 1958. 


America’s 
Class News Magazine 


1958 advertising rate base- 
1,000,000 net paid circulation 
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Reinhold Adds Department 
to Publish College Texts 
Reinhold Publishing Co., New 
York, has established a college de- 
partment for the publication of col- 
lege textbooks. James B. Ross, for- 
merly with W. B. Saunders Co., 
Philadelphia book publisher, has 
joined the Reinhold organization as 


See page 54 


manager of the new department. 
The college department of Reinhold 
book division will publish under- 
graduate and graduate textbooks 
in the physical and biological sci- 
ences, engineering and related dis- 
ciplines. 

Reinhold has been publishing for 
a number of years scientific and 
technical refer 2nce works in chem- 
istry, chemical engineering, metal- 


|lurgy and physics, as well as books 


on a~chitecture and art. 


Copeland Adds Two Accounts 
Allan J. Copeland Advertising, 


Chicago, has been named to handle | 4% 


advertising for two new accounts. 
They are Craft House Products, a 
division of Dorothy Flicek Indus- 
tries, maker of sequins, needlecraft 
and decorative accessories, and 
Cushman Motor Products, a dis- 
tributor of motor scooters, golf carts 
and battery and gas powered ve- 
hicles. 


d 


000! 


Advertising's HOT news is on page 7 


Canada Newsprint 
Groups See 4% Dip 
in Production in ‘58 


MontTREAL, Dec. 24—Canadian 
newsprint is expected to be cut 
back about 4% in 1958, the News- 
print Assn. of Canada says in its 
annual review. 


estimated at 6,500,000 tons, com- 
pared with 6,469,000 tons in 1956. 
Production in 1958 will be about 
6,215,000 tons, a decrease of about 
below 1957. 

More than 50% of the western 
world’s newsprint was produced in 
Canada in 1956 and 1957. In 1958, 
the review says, other western 
countries are expected to produce 
about 500,000 tons more than Can- 
ada. 

Figures for western countries, 
including the U. S., show that they 
produced 5,930,000 tons in 1956 and 
6,345,000 tons in 1957. Estimated 
production for ’58 is 6,990,000 tons. 

The U. S. is expected to increase 
production to 2,025,000 tons in ’58, 
compared with 1,855,000 tons in 
57 and 1,717,000 tons in 56. 


®s Communist bloc countries, the 
review says, have increased their 
production of newsprint from a 
postwar low of 376,000 tons in 1946 
to an estimated 1,200,000 tons in 
’57. Next year’s estimate is 1,250,- 
000 tons. + 


Blackman Forms Millot Inc. 


Paul D. Blackman, formerly gen- 
eral sales manager of General 
Beauty Products, has formed Millot 
Inc., 683 Fifth Ave., New York, as 
the U. S. agency for the distribu- 
tion of the F. Millot fragrance line, 
best known of which is Crepe De 
Chine. James S. Potter Jr., also for- 
merly with General Beauty Prod- 
ucts, is national sales manager. 


Proebsting. Taylor Adds One 

Proebsting, Taylor, Chicago, has 
been appointed to handle advertis- 
ing for Suttle Equipment Mfg. Co., 
Lawrenceville, Ill., and Chicago, ef- 
fective Jan. 1. The company makes 
telephone, feed milling and labora- 
tory equipment. Proebsting, Taylor 
also has appointed Rachel Will- 
marth, formerly with Calkins & 
Holden, a media buyer. 


Sheeran Named Manager 

K. F. Sheeran, for the past 33 
years business manager of Railway 
Purchases & Stores, Chicago, which 
was recently purchased by Sim- 
mons-Boardman Publishing Corp., 
New York (AA, Dec. 16), has been 
named general manager of the pub- 
lication. Its publisher is Robert G. 
Lewis. Edward Wray, former own- 


er and publisher, will continue to 
\serve in an editorial and advisory 
| capacity. 


Canadian production in 1957 is| 
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Heard the news? 
ARMOUR 
FLASH-FROZEN 
MEATS 


have come to Chicago! 


Now AvANABLE m youn croctns mores roo cast ( <= 


NEW MARKETS—Armour & Co. is ad- 
vertising in Chicago daily news- 
papers the fact that frozen special- 
ty meat items may now be sold 
in Chicago retail stores. An agree- 
ment between union meat cutters 
and retail food stores opened up 
the market. 


New Pact Opens 
Chicago for Some 


Frozen Meat Items 


CHICAGO, Dec. 24—Grocery 
chains and independent food stores 
here are now permitted to sell 
frozen specialty meat items be- 
cause of an agreement reached 
with local meat cutters unions. 

The new pact allows stores to 
sell “frozen specialty meat items 
such as frozen and formed (flaked 
or chipped) patties and chopettes, 


ble, breaded or unbreaded.” All 
frozen fresh meat items, however, 
which include “red meat line” 
choice cuts such as marketed by 
Swift & Co. and Armour & Co., 
still may not be sold at any time 
in groceries. 

Armour, which has an extensive 
line of frozen specialty meat prod- 
ucts, is advertising the fact that 
these products may now be bought 
here with page ads in the four 
daily newspapers. No other media 
will be used. N. W. Ayer & Son is 
the agency. 


s Negotiations are currently being 
held between the meat cutters un- 
ion and food outlets in Chicago 


Counties in an effort to reach simi- 
lar agreements. The meat cutters 
were given pay raises by the stores 


sions. 

Chicago is one of the few major 
markets where frozen fresh meat 
cuts are not sold. This has always 
been a source of great embarrass- 
ment to the meat packing com- 
panies since this city is recognized 
as the country’s leading meat 
packing center. + 


Detroit PRSA Elects Youel 


sional relations of General Motors 


Corp., has been elected president 
| of the Detroit chapter of the Public 
| Relations Society of America for 
1958. Other officers elected are 
| Jona L. Rose, associate director of 
|public relations, Burroughs Corp., 
| YP; Frank S. Hedge, pr director, 


| McCann-Erickson, secretary, and | 
| Ambrose C. Hamaker, A. C. Ham- | 
| aker & Co., re-elected treasurer | 


Kobe Inc., Huntington Park, Cal., | 


hag a third term. 


|Kobe Inc. Names Shaw 


manufacturer of pumps, has named 


Shaw Co., Los Angeles, to handle | 
its advertising and sales promotion, | 
Angeles, is the previous agency * , 
Sees ' record. 


effective Jan. 1. McCarty Co., Los 


with or without butter or vegeta- | 


in return for the union’s conces- 


suburbs and DuPage and Lake| 


| 


Kenneth Youel, director of divi- | 


Mertle, Monsen Co-Author 
‘Photomechanics & Printing’ 

Mertle Publishing Co., Chicago, 
has published “Photomechanics & 
Printing” by J. S. Mertle, president 
of the publishing company, and 
Gordon Monsen, president of Mon- 
sen Typographers. Subjects treated 
in the 424-page illustrated book in- 
clude definition of printing terms, 
photographic materials, paper and 
its use, silk screen process, photo- 
engraving, letterpress printing and 
offset printing. 

Copies may be obtained from the 
publisher, 30 E. Illinois St., Chi- 
cago, at $15 each. 


Gladding Promotes Barry 

John S. Barry has been appoint- 
ed to the new position of market 
research analyst of Gladding, Mc- 
Bean & Co., Los Angeles. Mr. Bar- 
ry, who previously was staff assist- 
ant to the manager of marketing 
of Solar Aircraft Co., San Diego, 
will be responsible for directing 
market research activities for all 
divisions of the company. 


Sears 

Roebuck 
is 

buying 


the 
sound 
difference 

in 
nighttime 

radio 


Let Program PM make a sound 
difference in your sales. Call your 
PGW “Colonel,” or the Sales 
Manager of WBZ+WBZA, Boston 
.. KDKA, Pittsburgh .. . KYW, 
Cleveland ... WOWO, Fort 
Wayne .. . KEX, Portland 


WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 
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What Is The Measure Of A Newspaper, Anyway? 


, 


FROM THE BLADE’S 


Page of O pinion’ 


1947 


That bomb, which shortened the war 
and gave the world an amazing source 
of energy, was not built by doubtfu] men 
who frittered their time away by ques- 
tioning one another's motives, abilities, 
and loyalties. 

It was built by the ablest men who 
could be found to combine scientific 
knowledge and industrial skill in that 


amazing feat . 
1948 


The mind of a scientist is an inquiring 
one, and it may lead him into odd cor- 
ners and to strange conclusions that are 
not accessible to an agent of the FBI. It 
is precisely this trait, however, that 
brought atomic energy to us, and if we 
cannot provide the beneficial atmosphere 
necessary to our scientists, we alone are 


the losers. 
1949 


Because a few grains of uranium oxide 
disappeared from a Chicago laboratory, 
because a Communist was granted a fel- 
lowship in nuclear physics, Senator Bourke 
B. Hickenlooper has undertaken to smear 
the Atomic Energy Commission and its 
chairman, David E. Lillienthal. 

He and other timid souls have taken the 
position that science itself should be 
locked up in a dungeon to guard our 
atomic secrets. 


1950 


Good, practical, military reasons can 
be presented to show why our ablest stu- 
dents in scientific and technical fields 
should not have their educational careers 
interrupted... 

In this atomic age when everyone knows 
that a test tube can be more lethal] than 
a rifle, we believe the public would pre- 
fer to have promising young students and 
technicians continue their studies. 


1951 


Yet when the atomic scientists come 
to the point of demanding that the public 
be placed in a better position to weigh the 
effects of atomic energy on our society, 
they are stopped short at the blank wall 
of military secrecy... 

Shouldn't American science and industry 
have available to it everything about 
atomic development that the Russians 


know? ... 
1952 


In any measure of our national strength, 
the rate at which our schools are produc- 
ing scientifically trained personne] must 
be examined with the same care that we 
employ, say, in regard to the steel capac- 
ity of our mills. 

On this score we cannot be complacent, 
as Dr. (Dael) Wolfe points out. Not only 
is our supply of scientists currently short 
in relation to demand, but Russia .. . has 
been making a considerable effort to in- 
crease her potential in this field. 


1953 


During his tenure as AEC chairman, 
Mr. Dean has held that it was in the self- 
interest of the United States to keep on 
good terms with responsible scientists in 
the non-Communist world and to ex- 
change information with them... 

An alliance requires a two-way traffic 
in resources. The parties would not have 
pledged to come to the defense of each 
other if they were not mutually dependent 


on each other. 
1954 


“Normal and proper?” Aye, that’s it. 
From now on every American is to be 
norma! and proper. If he has any genius 
which sets him apart from his fellows, 
let him conceal it from them lest he 
arouse their suspicions. That's the way 
we shall keep our secrets. 

And it should work out very well. Be- 
cause if we can only keep the Oppen- 
heimers and all that nonconformist breed 
out of our laboratories, we won't be hav- 
ing so many secrets any more. 


1955 


The Atomic Energy Forum, Inc., a non- 
profit association of 250 industrial firms 
and research institutions . . . estimates 
that government and private atomic en- 
ergy developments will call for twice as 
many scientists and engineers as are now 
working in this field. 

Where are they coming from? 


1956 


To begin with, we have been disap- 
pointed in the performance of the Eisen- 
hower Administration. 

It has some achievements to its credit, 
has done some of the things we expected, 
of course . . . But, on the other hand, it 
has not tackled the nation’s problems 
with vision and vigor during the past 
four years... 

Take our increasing shortage of engi- 
neers and scientists, to cite a small 
example. 

We are told on every hand that the 
Russians are far outstripping us in this 
field, which is of utmost importance in 
cold war or hot peace competition. Every- 
one is agreed that something should be 
done about the situation. There is abso- 
lutely no controversy about it. 

But the Eisenhower Administration has 
done nothing because—well, because noth- 
ing like it has ever been done in this 


country before. 
1957 


And basic research, in which the scien- 
tist is encouraged to strike off in the di- 
rection of the most abstract problems, is 
likely to seem an inviting place to apply 
the economy ax. It doesn’t produce new 
superweapons overnight, nor produce 
tangible refinements in existing ones. 

Yet it may provide the opening wedge 
in the investigation and development of a 
whole new area of scientific knowledge. 
leading to revolutionary developments in 
many areas—including military planning. 


<a 


Isn't it the ability to 
recognize an issue clearly 
and the willingness to 
face it squarely? 


Since Pearl Harbor, nothing has jolted this country 
as much as Russia’s success in firing two Sputniks into 
space. 


Now President Eisenhower has said that “tone of our 
greatest, and most glaring, deficiencies”’ is our failure to 
give high enough priority to scientific education and to 
the place of science in our national life, that a second 
critical need is for basic research, and that we have much 
to gain in security through pooling scientific efforts. 


That this is just what The Blade has been saying since 
1947 is shown by excerpts from editorials published over 
the past 10 years and reprinted here. 
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The Blade, for 10 years and more, condemned the 
| fetish of atomic secrecy, saying there is simply so much 
scientific knowledge that cannot be kept under lock and 
key. 

y 

The Blade consistently and insistently denounced 
| McCarthyism as an evil force which, among other things, 
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was crippling our scientific effort and driving able men 
from our laboratories. 


The Blade, noting the scientific achievements of the 
Russians, repeatedly called upon our Government to de- 
vise the bold and imaginative program required to provide 
a greater number of better qualified scientists. 


Isn’t that the measure of a newspaper? 
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Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
-—Total Advertising, in Pages——. ———Total Advertising, in Lines———, in Lines 
Dec. Dec. Jan.-Dec. Jan.-Dec. Dec. Dec. Jan.-Dec. Jan.-Dec. Dec. Dec. 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Farm Magazines 
Capper’s Farmer .......... 32.2 35.9 710.1 720.1 13,800 15,388 304,610 308,940 12,866 14,354 
Farm & Ranch—Southerh Agriculturist: 
Southeastern Edition .. 29.7 25.9 429.2 405.5 12,722 11,131 184,145 173,944 11,268 9,717 
n Edition .. 29.7 27.8 461.2 434.6 12,752 11,919 197,839 186,455 10,981 9,531 
Average 2 Editions ...... 29.7 26.7 441.7 416.8 12,733 11,438 189,485 178,823 156 9,644 
Farm Journal: 
Central Edition ....... 76.5 77.6 1,108.2 1,249.7 32,836 33,303 475,403 536,121 31,201 31,459 
gtEastern Edition ...... 77.0 75.8 1,116.6 1,209.4 33,050 32,517 479,033 518,826 31,415 30,673 
“#Southern Edition ...... 72.9 74.6 1,031.5 1,165.8 31,265 32,017 442,526 500,107 29,630 30,173 
Western Edition ...... 77.0 81.8 1,158.0 1,065.2 33,051 35,092 496,799 456,954 31,416 33,248 
Average 4 Editions ...... 75.9 77.5 1,103.6 1,172.5 32,551 33,232 473,440 503,002 30,916 31,338 
Progressive Farmer: 
#Carolina-Va. Edition ... 73.5 77.2 1,074.2 1,107.3 49,999 52,488 730,486 752,956 47,307 49,609 
2#Ga.-Ala.-Fia. Edition .. 74,1 74.6 1,082.3 1,111.7 50,390 50,696 736,020 755,966 47,714 47,437 
#Ky.-Tenn.-W. Va. Edition 69.2 69.6 1,002.6 1,042.2 47,042 47,320 681,798 708,681 44,830 44,847 
#Miss.-La.-Ark. Edition .. 71.9 68.2 1,015.9 1,037.2 48,881 46, 690,835 705,267 46,554 43,813 
#tTexas Edition ........ 75.1 74.3 1,059.6 1,081.3 51,049 50,497 720,505 735,262 46,628 46,119 
Average 5 Editions ...... 72.8 72.8 1,046.9 1,075.9 49,472 49,481 711,927 731,625 46,607 46,365 
Successful Farming ....... 55.2 57.0 968.5 1,017.8 24,855 25,667 435,812 458,017 24,200 24,961 
Total Group ............ WES 255 T2708 TAHT1 33,411 155,206 2,115,274 7 180,407 125,745 126,662 
# Not included in totals. Ls 
Monthlies 
§Agricultural Leaders’ Digest —_  — +1258 15690 — —— 59,772 68,2955 —— —— 
American Fruit Grower ..... 18.0 185 318.9 328.8 7,803 7,993 137,775 142,026 7,504 7,823 
American Poultry Journal: 
#Eastern Edition ...... 264 33.8 $337.3 401.7 11,331 14,482 144,792 173,027 6,782 8,808 
Midwest Edition ....... 720o-— 342.7 375.1 11,679 14,297 147,000 160,689 7,544 9,435 
Southeastern Edition .. 27.1 33.3 3466 387.5 11,633 13,068 148,677 166,018 7,295 8,417 
Southwestern Edition .. 24.7 30.4 331.9 107.1 10,595 12,241 142,473 41,396 7,588 68,431 
Pacific Edition ...... 24.7 28.5 331.9 378.6 10,368 12,700 142,516 162,050 6,791 7,888 
Average 5 Editions ....... 25.9 29.9 338.9 330.0 11,121 13,358 145,091 140,637 7,200 8,596 
- American Vegetable Grower .. 225 13.7 287.9 235.5 9,737 5,914 124,381 101,734 9,647 5,843 
ae Arkansas Farmer .......... 10.0 12.7 1810 2556 7, 9,613 136,813 193,263 6,932 8,529 
Better Farming Methods .. 15.9 17.3 381.0 4269 6826 7,422 163,447 183,130 6,397 6,993 
Breeder's Gazette ....... ‘ 12.0 122 1783 213.7 5,421 5,502 980,257 96,182 4,521 4,219 
Broiler Growing ........... 30.6 42.9 447.7 503.2 ‘ 18,402 ,080 215,860 10,691 13,105 
California Citrograph ...... 22.5 189 273.2 265.5 15,106 12,726 183,868 178,438 14,770 12,510 
California Farm Bureau Monthly 10.3 124 1564 1612 7,805 9,380 118,148 121,779 7,224 9,002 
The Cattleman .......... 58.1 84.2 949.1 1,107.8 24,388 35,347 401,609 465,257 10,521 13,325 
_ Cooperative Digest ........ 4x0 — 82.0 — 1,376 34,388 1376 —— 
County Agent & Vo-Ag Teacher 13.8 17.3 2978 3108 5, 7,424 127,703 133,228 5,909 7,424 
Electricity on the Farm .... 9.3 99 1181 1198 3,318 3,554 42,243 43,062 ——— 
Farm Management ........ 89 10.0 213.7 249.4 3,805 4,316 91,455 107,104 3,805 4,316 
3 Farmer-Stockman: 
Oklahoma Edition ...... 23.4 27.9 442.5 543.4 11,127 11,963 189,867 233,130 8,158 9,099 
Texas Edition .......... 20.9 27.1 411.7 528.6 8,966 11,624 176,624 226,797 7,082 8,760 
Average 2 Editions ...... 22.1 27.5 427.1 536.0 10,046 11,793 183,245 229,964 7,620 8,929 
Florida Cattleman ........ 63.4 67.0 805.2 830.7 26,632 28,155 338,222 349,018 11,914 16,255 
Florida Grower & Rancher . 25.1 29.3 345.3 328.5 16,419 16,696 239,833 223,220 15,074 15,472 
Georgia Farmer .......... 7.9 66 135.6 179.0 5,965 5,003 102,515 135,344 5,857 4,955 
Kentucky Farmer ........ M1 4613.2 «6251.4 = 280.1 «11,044 10,302 197,137 219,628 10,105 9,300 
tLivestock Breeder Journal .. 5323 —— 783.1 — 21973 —— 328,891 3,843 
t Michigan Farm News ...... 28 19 26.0 26.6 6611 4,578 61,351 62,950 6,083 4,324 
a Mississippi Farmer ........ 6.1 9.3 132.3 184.5 4,643 7,050 100,033 139,642 4,360 6,556 
als \|Missouri Farmer ........ 10.7 103 1346 157.7 4,472 7,066 936 107,597 3,755 6,226 
ational 4-H News ........ 454 468 2554 269.5 19,049 19,674 107,289 112,980 19,049 19,674 
National Live Stock Producer lll 13.3 164.1 186.3 8,101 9,701 119,476 135,600 7,862 9,357 
Nation's Agriculture ...... 9.8 7.0 84.3 90.5 4432 3,194 37,933 40,711 4,432 3,194 
New Jersey Farm & Garden . 30.6 624 5168 604.6 13,751 28,102 616 272,069 9,843 23,297 
Ohio Farmer Bureau News .. 8.2 94 127.0 1210 3,675 4,225 57,266 54,587 3,675 4,225 
; Poultry Tribune: 
a Eastern Edition ...... 328 41.8 455.4 524.2 14,059 17,944 195,347 224,899 F 11,676 
asi) Midwest Edition ...... 34.6 37.9 456.9 475.7 14,848 16,244 196,030 204,083 10,126 11,405 
Southeast Edition 375 41.7 500.6 529.6 16,079 17,879 214,764 227,178 9, 12,147 
Southwest Edition 3443 37.7 4628 230.9 14,733 16, 198,532 99, 9,177 11,292 
H#Pacific Edition ....... 38.3 45.6 515.5 574.2 16,431 19,553 221,135 246,321 8,928 12,514 
Average 5 Editions ...... 35.5 40.9 478.2 523.9 15,230 17,561 205,162 224,736 9,155 11,807 
Southern Planter ........ 15.2 15.2 2726 334.2 10,673 10,619 190,904 233,836 9,843 10,073 
Tennessee Farmer & Homemaker 104 10.8 1618 1746 8,115 8,452 126,290 136,905 7,356 7,800 
Turkey World ............ 610 648 601.0 570.4 26,149 27,788 257,837 244,705 13,625 12,596 
Western Dairy Journal .... 265 261 412.7 440.9 11,397 12,075 177,144 189,240 7,560 7,005 
Western Fruit Grower .... 21.7 32.0 329.1 337.0 9,114 13,440 138,234 141,543 9,114 13,440 
Westera Livestock Journal: 
Mts. & Plains Edition .. 276 29.1 5148 649.7 11,813 12,208 220,872 272,873 
Pacific Slope Edition .... 38.7 51.6 1,027.3 1,186.5 16,643 22,127 440,863 988 9,474 11,815 
Wyoming Stockman-Farmer 29.1 27.0 462. 432.4 22,162 20,763 349,762 329,543 17,535 16,347 
Total Group ............ 811.0 875.9 12,367.8 12,667.4 400,072 429,730 6,247,191 6,361,140 284,635 315,403 


§ Cumulative figures shown are for combined November-December issue. 7 Not included in totals. ¢ 
Southern Livestock Journal combined in December, 1957 to become Livestock Breeder Journal. ||| Changed 
page to a 420-line page in September 1957. 


Newspaper Monthly Farm Sections 


flowa Farm & Home Register 7.6 10.1 215.5 254.4 7,620 10,343 218,058 259,546 
Rural Gravure ...........5 59 63 70.9 100.9 5,933 6,293 70,935 101,031 
{Texas Ranch & Farm .... 86 9.2 1588 209.2 8582 9,198 158,761 204,568 

RED sss entass cas Wi Be WS2 5645 22135 2834 447,754 $65,145 


ree 2 Seen oe 2 0 Lemee ee 
line page in January 195 


-—Total Advertising, in Pages—— ~——Total Advertising, in Lines——-—, 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. 
1957 1956 1957 1956 1957 1956 1957 1956 
Semi-Monthlies (November) 
American Agriculturist 22.7 31.0 340.2 383.2 16,562 226,04 247,752 279,292 
Colorado Rancher & Farmer 25.7 31.2 359.5 420.9 19,492 23,649 272,382 318,599 
Dakota Farmer ........... 41.6 39.6 672.0 736.0 32,606 31,042 526,842 577,029 
ET Sdiebab0 ovccece 64.5 64.1 933.6 987.6 50,603 50,293 731,912 774,257 
Hoard’s Dairyman ........ 45.8 52.0 601.2 609.0 33,325 37,855 437,663 443,377 
Indiana Farmer's Guide .... 16.9 216 232.2 294.3 13,239 16,966 182,060 230,738 
Kansas Farmer .......... 29.0 34.2 440.7 549.7 22,045 26,063 334,965 417,780 
Michigan Farmer .......... 33.1 42.0 539.9 610.5 25,471 32,294 414,677 468,872 
Missouri Ruralist ........ 31.6 27.5 519.7 553.4 24,020 20,967 394,993 420,643 
Montana Farmer-Stockman .. 43.1 48.1 646.5 724.6 32,557 36,421 488,729 547,814 
Nebraska Farmer ........ 60.6 64.1 911.7 990.7 45,828 48.465 689,418 749,289 
New England Homestead 29.5 29.0 368.3 395.7 20,668 20,327 257,815 276,992 
ee GE hace coscces 46.1 53.1 649.8 743.0 35,475 40,800 499,090 570,660 
Pennsylvania Farmer 4.4 38.5 483.7 574.4 31,821 29,580 371,549 441,148 
Prairie Farmer: 
Hiilinois Edition ...... 67.2 67.8 994.6 1,059.5 49,379 724,071 771,375 
#indiana Edition . 65.2 711 954.0 1.0265 47,497 51,747 694,549 747,296 
Average 2 Editions ...... 66.2 69.4 974.3 1,043.0 48,225 50,563 709,310 759,335 
Rural New-Yorker ........ 19.5 28.5 270.1 363.2 15,309 22,352 211,702 284,851 
Wallaces’ Farmer ......... 65.6 74.8 1,000.4 1,128.2 51,469 58.661 784,402 864.665 
Western Farm Life ........ 26.6 20.5 305.2 322.8 20,904 16,136 239,345 253,141 
Colorado Edition ........ 8.5 9.5 91.2 133.1 6,668 7,468 71,542 104,366 


Breeder-Stock & 
from a 688-line 


7,215 
5,933 
7,924 


21,072 


in August 1957. ¢ Changed from a 1,020-line page to a 1,000 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 

in Lines 
Nov. 
1957 


27, 975 


40,645 
39,189 
39,917 
13,221 
43,302 
17,025 

5,157 


Advertising Age, December 30, 1957 


December Pages and Linage in Farm Publications 


Current and Year-to-Date Figures for U. S., Canadian and Foreign Publications Reporting to Advertising Age 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
-—Total Advertising, in Pages——, ———Total Advertising, in Lines———, _in Lines 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Wisconsin Agriculturist & Farmer 51.0 58.1 704.0 845.8 40,008 45,530 552,029 663,096 38,824 43,689 
i ee 769.0 836.8 11,044.2 12,409.1 586,295 638,036 8,418,175 9,465,944 502,711 953,239 
#Not included in totals. 
Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
-—Total Advertising, in Pages——. ———Total Advertising, in Lines———, in Lines 
Dec. Dec. Jan.-Dec. Jan.-Dec. Dee. Dec. Jan.-Dec. Jan.-Dec. Dec. Dec. 
i 1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Semi-Monthlies (December) 
Colorado Rancher & Farmer. 14.2 16.9 373.7 437.8 10,766 12,829 283,148 331,428 8,722 9,763 
Dakota Farmer .......... 29.8 28.4 702.6 764.4 23,418 22,298 550,860 599,327 22,048 21,301 
Hoard’s Dairyman 36.7 38.4 63.8 64.7 26,745 27,969 464,406 471,346 21,002 23,118 
Indiana Farmer's Guide Ill 145 243.3 3088 8,679 11,398 190,739 242,136 6,519 8,838 
Montana Farmer-Stockman 27.9 29.2 674.3 753.9 21,067 22,106 509,796 569,920 15,530 17,920 
Nebraska Farmer ........ 33.2 40.6 944.9 1,031.3 25,153 30,714 714,571 780,003 20,239 25,297 
Rural New-Yorker ........ 119 168 282.0 380.0 9,321 13,160 221,023 298,011 7,316 10,535 
Western Farm Life ........ 13.5 146 3188 337.5 10,652 11,481 249,997 264,622 8,104 9,228 
Colorado Edition ........ 50 2.0 96.2 135.5 3,952 1,872 75,494 106,238 3,660 1,150 
Total Group .......... T33 201.4 3,699.6 @,152.1 139,753 153,827 3,260,034 3,663,031 113,140 127,150 
. . 
Farm Linage Trend Figures in Thousands 
MAGAZINES MONTHLIES 
1957 1957 
| DEC. DEC. | 400 | 
NOV.| 147 | NOV.| 476 | 
1956 1956 
DEC. BE DEC. BE &ie) 
SEMI-MONTHLIES BI-WEEKLIES WEEKLIES CANADIAN 
1957 1957 1957 1957 
wov[58e___] | |nov[z7] J |nov. nov.[326_] 
ocr.[693 | il ocr. oct. 
1956 1956 1956 
nov. [EC nov. IE) Nov.[EXD 


Commercial Dis- 
Pome oe st . play Excluding 
Poultry, Classified 
and Livestock, 
—Total Advertising, in Pages—. ———Total Advertising, in Lines———, _in Lines 
A Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. 
1956 1957 1956 1957 1956 1957 1956 1957 1956 
Bi-Weeklies (November) 
Arizona Farmer+Ranchman .. 58.9 805.9 850.7 42,345 44,567 609,363 643,239 41,400 43,154 
California Farmer: 
Z#Northern Edition 34.9 389 553.6 574.1 26,431 29,431 418,580 433,994 26,132 27,688 
H#Southern Edition ...... 32.2 36.7 516.8 553.1 24,410 27,793 390,737 418,173 24,107 26,173 
Average 2 Editions ...... 33.5 37.8 535.2 563.6 25,420 28,612 404,659 426,084 25,119 26,930 
Dairymen’s League News .. 12.9 13.7 1754 1845 9,401 9,983 127,724 134,364 8,955 9,558 
Total Group .......... 102.4 110.4 T5165 15988 77,166 83,162 1,141,746 1,203,687 75,474 79,642 
#Not included in totals. 
Weeklies (November) 
Iowa Farm Bureau Spokesman 41.3 36.9 340.5 337.8 42,010 37,453 346,211 345,182 38,620 34,508 
The Poultryman: 
National Edition ........ 149 18.2 194.7 179.5 16,209 19,764 211,265 194,801 8,318 11,325 
Dixie Edition .......... 16.4 —- 203 -—<= 17,89 222,793 9,793 <mmume 
New England Edition ..... 19.3 221 239.8 245.6 20,906 23,985 260,187 266,598 11,293 14.069 
New Jersey Edition ...... 30.0 56.4 352.9 441.0 32,527 61,241 382,879 478,473 17,890 40,723 
Weekly Star Farmer: 
#Kansas Edition ........ 99 119 157.4 194.0 24,420 29,412 387,928 477,918 15,646 21,375 
Z#Missouri Edition ...... 10.3 128 165.1 201.7 25,384 31,613 406,844 496,882 16,835 23,288 
#Okla.-Ark. Edition .... 8.7 11.3 1446 178.5 21,499 27,822 356,375 439,922 14,196 20,978 
Average 3 Editions ...... 9.7 12.0 155.7 191.4 23,768 29,616 383,716 471,574 15,559 21,880 
Western Livestock Reporter... 50.4 19.2 410.4 273.6 55,930 47,278 339,528 247,310 14,154 14,252 
Total Group ............ 182.0 8 1899.3 1,668.9 209,188 239,337 2,146,579 2,003,848 115,627 136,757 
#Not included in totals. 
Dailies (November) 
tChicago Daily Drovers Journal 40.5 47.0 444.6 434.7 86,244 100,168 946,189 925,095 54,152 58,876 
tKansas City Daily Drovers 
BNNs Cees vedvee 37.6 366 423.7 400.0 79,949 77,954 901,721 851,263 47,941 44,668 
tOmaha Daily Journal-Stockman 41.2 46.3 467.7 456.0 87,738 98,547 995,271 970,485 55,932 56,03 
+St. Lowis Daily Livestock 
DEED vawkdrcesccese 28.8 27.3 314.2 294.8 61,426 58,131 668,786 627,474 45,908 32,715 
Total Group .......... TH “W572 T6502 1585.5 315,357 334,800 3,511,967 5,374,317 203,933 192,299 


tTwenty issues in November 1957; twenty-one issues in November 1956. 


Commercial Dis- 


play Excluding 
Poultry, Classified 
and Livestock, 
-— Total Advertising, in Pages——. ————Total Advertising, in Lines ——, in Lines 
Dec. Dec. Jan.-Dec. Jan.-Dec. Dec. Dec. Jan.-Dec. Jan.-Dec. Dec. Dec. 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Quarterlies 
Farm Quarterly .......... —_—_— — 2415 2005 —— —— 112,837 95,053 
Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
-—Total Advertisir, in Pages——, ———Total Advertising, in Lines———, in Lines 
= Nov. Jar.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. 
1956 1957 1956 1957 1956 
Canadian (November) 
| Country Guide ......... 35.5 323 405.6 403.2 25.588 23.285 292,002 290,324 
+Family Herald .......... 82.3 75.6 840.7 935.8 80,262 73,790 819,747 912,420 59.426 53,074 
Farmer's Advocate & Canadian 
Countryman .........+.- 39.9 35.7 4754 515.1 27,939 24,969 273,180 290,678 22,205 20,928 
Farmer's Magazine ........ 168 20.2 238.5 282.7 7,207 8666 102,317 121,278 7,010 8,631 
Free Press Prairie Farmer 87.4 90.5 1,070.4 1,094.4 91,741 95,005 1,123,888 1,149,113 53,045 61,409 
Les Bulletin des Agriculteurs 61.3 53.7 649.0 618.1 42,896 37,584 454,439 433,009 42,671 37,373 
tWestern Producer ........ 475 53.5 570.4 590.5 50.836 57,278 610,378 631,839 31,938 35,818 
Total Group .......... 370.7 BLS T2700 T4358 326.469 320,577 3.675.951 5828.601 716.295 27.233 


t Four issues in November 1957; five issues in November 1956. 
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ELECTRONICS 


, ILLUSTRATED 


dedicated to the interests of amateur and professional! craftsmen 


in electronics, television, radio, high fidelity, etc.—a dynamic and 
rapidly growing though virtually untapped market. 


ELECTRONICS ILLUSTRATED will be distributed nationally with 
the first issue appearing on the nation’s newsstands March 15. The 
guaranteed circulation will be 125,000—all newsstand—with an initial 
print order of 200,000. Advertising pages for the first issue close 
January 10. Space contracts received by this date will be protected 
for one year, regardless of future rate increases. 


Write, wire or telephone your nearest 


ELECTRONICS /LLUSTRATED 
representative TODAY! 


ELECTRONICS 


ILLUSTRATED 


A FAWCETT PUBLICATION 


67 West 44th Street, New York 36, N.Y. 
CHICAGO 

DETROIT 

LOS ANGELES 

SAN FRANCISCO 

MIAMI 
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Along the Media Path 


The General Mills’ 28-page “Bis- 
quick Party Book” inserted be- 
tween a two-color spread appear- 
ing in the current Ladies’ Home 
Journal is the first ad of this kind 
to appear in the publication (AA, 
Sept. 16). 


e Because of the shorter Christ- 
mas buying season this year due to 
Thanksgiving’s being a week later, 
WEBC, Duluth, set cut to break the 
post-Thanksgiving tradition with 
a “Premier Christmas Preview” at 
which merchants displayed their 
wares under one roof at the city’s 
main auditorium. 


e The Chicago Daily News will 
publish its mid-winter travel issue 
on Saturday, Jan. 11. 


e To help alleviate the lack of 
trained personnel in _ industry, 
Hitchcock Publishing Co., Whea- 
ton, Ill., has set up an education 
and training department of the in- 
dustrial services division to pre- 
pare and administer home study 
courses for employes. The first 
course available is on “Installa- 
tion, Operation and Maintenance 
of Fluid Power Equipment.” 


e A $500,000 office building, hous- 
ing all operations of Automotive 
News under one roof, will be built 
in Detroit’s new Civic Center. The 
new building will permit expan- 
sion of the editorial, business and 
mechanical departments of the 32- 
year-old magazine. Present quar- 
ters in three downtown buildings 


Translation on page 7 


Voight 


Delacorte 


will be maintained until the new 
building is finished in late 1958. 


e A 24-page booklet “For the 
Asking” is being distributed by 
WFBM-TV to 3,000 civic, govern- 
mental, education and advertiser 
contacts. An accompanying letter, 
written by Eldon Campbell, vp 
and general manager, describes the 
booklet as highlighting the “many 
proud moments of television.” 


e In order that advertisers, ad- 
vertising agencies and newspapers 
may have the most effective ad- 
vertising copy with the best repro- 
duction to secure maximum re- 
sults, the American Newspaper 
Publishers Assn. has made avail- 
able to its member papers a sounc- 
color film strip which shows adver 
tisers and their personnel what 
happens when advertising copy is 
poorly prepared. 

The film illustrates poorly pre- 
pared copy as well as good copy. It 
shows how a change which may 
seem simple to an advertiser can 
be costly and time consuming to a 
newspaper and can result in fail- 
ure to produce the most eye-catch- 
ing advertisement possible. The 
film, plus a kit to go with it, is 
available for purchase or rent to 
ANPA members for showing to ad- 
vertisers and advertising person- 
nel. 


e Parents’ Institute helped solve 
the Christmas buying problem for 
agency people in a mailing offering 
to send a free six-month subscrip- 
tion for Your New Baby to any ex- 
pectant mother named. A gift card 
was sent with the sender’s name. 


e The Oregonian, Portland, Ore., 
has come out in a new type dress, 
the first paper in the country to 
use Cascade, a type face produced 


by Mergenthaler Linotype Co. The 


What to 
watch for 


im 1958... 


WV atch for (and use) the most effective 
and economical way to reach Cana- 
da’s biggest buyers. 


When you advertise in The Financial Post, 
you reach and influence Canada’s biggest 
buyers. You register and emphasize the role 
vf your company in the development of 


business and industry across Canada. 


Influence Canada’s leaders with 


The Financial Post 


Canada’s foremost business newspaper 


481 University Avenue, Toronto 2 


1242 Peel Street, Montreal 2 


West Coast representatives in the United Stotes: 
Duncon A. Scott & Co., Sen Francisco and Los Angeles. 


FOURTH BILLION—Helen Meyer, president, Dell Publishing Co., smiles 
happily as she displays the 4th billion Dell comic her company has 
published, Occasion was a cocktail party in New York celebrating 
the event. Looking on are Elmer Voigt, former chairman of the board 
of directors of Western Printing & Lithographing Co. and now a 
member of the executive committee; George T. Delacorte, vice- 
chairman of the board of Dell, and Harold D. Spencer, vp and gen- 
eral manager of Western Printing & Lithographing Co.’s eastern di- 
vision. 


Advertising Age, December 30, 1957 


Meyer Spencer 


9-point Cascade replaces 8-point 
Regal, which has been used for 
many years. The new type, the pa- 
per said, “has even-toned open let- 
ters free of fine lines and serifs 
that make reading difficult.” 


e Playboy has issued two 12” 
long-playing records on its own la- | 
bel, featuring the winners in the| 
magazine’s lst annual jazz poll,| 
held during October, 1956. The 
record album is being distributed 
through Columbia Records and 
sells for $9. 


e A special section devoted en- 
tirely to foundations will be pre- 
sented in the March issue of Glam-| 
our. 100 retail stores throughout | 
the U. S. will be listed in the mag- | 
azine. They will support this edi- | 
torial portfolio, which will include 
an illustrated article on foundation | 
garments as the basis of fashion, 
with emphasis on garments that 
take naturally to a variety of sil- 
houettes. 


| 
| 
| 
| 
| 
| 


e The Hartford Times has sched- 


for Jan. 12-18, 1958, at the West 
Hartford armory. 
| 
e Department of New Laurels: 
Vogue had a total of 1,851 pages | 
of advertising for 1957, an increase 
of 53 pages over its 1956 figures. 
Circulation of the October issue 
of Redbook totaled 2,547,000. This 
was the 48th consecutive issue of 
Redbook to set a new total circula- 
tion record for the individual | 
month. 
With a total of 3,790 columns of 
advertising for the first 11 months 
of 1957, McCall’s tops last year’s 
total advertising linage for the} 
same period by 363 columns. 
Advertising revenue in Parts | 
Jobber & Electronics Distribution 
was up 17% in December over the 
same month in 1956. January busi- | 
ness is already 21% ahead of Jan-| 
uary 1957. 
Motor Boating’s advertising lin- | 
age for 12 issues in 1957 is up 25,-| 
232 lines over the same period of 
1956. 
Argosy reports an 


increase 


spectively, over the corresponding 
months of this year. 

American Exporter Publications 
carried in the 12 issues of 1957 $1,- 
883,974 worth of advertising. This 
is the largest advertising revenue 
in the history of the company. 

The Reader’s Digest Assn. will 


ary issue. This total represents the 
highest number of copies for any 
one month in the Digest’s 35-year 
history. 

Sports Afield reports its January 
issue closed with a 14.8% advertis- 
ing linage gain over the same issue 
last year. 


The Chicago Sun-Times of Dec. 


uled its eighth annual travel show | | 


in| 
billings of 52.9% and 23.8% for its| 
January and February issues, re-| 


print 12,992,099 copies of its Janu- | 


1, 1957, was the largest Sun-Times 
ever published. It contained 324 
pages in 10 sections, breaking the 
previous record of 316 pages of 
May 5, 1957. 

Town & Country reports a 5.2% 
linage increase for the December, 
1957, issue over the same issue of 
1956. 

Advertising revenue for Bride & 
Home’s spring, 1958, issue is up 15 
pages over the spring issue last 
year, + 


Richman to Greer Hydraulics 
Seymour Richman, formerly ad- 
vertising and sales promotion 
manager of Auth Electric Co., has 
been named director of advertising 
and public relations of Greer Hy- 
draulics Inc., New York. 


‘Star’ Boosts Copy Rates 

The Star, Sault Ste. Marie, Ont., 
will increase the price of single 
copies from 5¢ to 10¢, effective Jan. 
1. Increasing costs of labor, news- 
print and other materials were 
listed as reasons for the boost by 
the management. 


Lucky 

Strike 
is 

buying 


sound 

difference 
in 

nighttime 
radio 


Let Program PM make a sound 
difference in your sales. Call your 
PGW “Colonel,” or the Sales 
Manager of WBZ+WBZA, Boston 
.«. KDKA, Pittsburgh... KYW, 
Cleveland ... WOWO, Fort 
Wayne ... KEX, Portland 


| 
} 


| 
| 
| 


WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 


| 
| 
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76,000 frenzied football fans pack Miami’s Orange Bowl Stadium. What a 
crowd! Yet small when compared to the buying audience in the 265,340 
homes daily and 318,903 on Sunday which reads The Miami Herald. 


The Herald reaches 91% of Greater Miami’s 2-paper audience, with exclu- 
sive home penetration of 7 to 1. It’s the recognized “Best Seller” . . . tops in 
the South in Total Advertising and second in linage (Jan.-Oct.) in the entire 
United States” Almost 46,000,000 lines in the first 10 months... a gain of 
more than 1,232,658 lines over the same period last year. 


WHAT’S UP IN MIAMI.. 


*(Los Angeles Times in first place) 


Make The Miami Herald yoar “Open 
Door” in 58 to Florida’s Gold Coast 
$2-billion retail market... now 
reached and sold, more than ever 
before, with ONE-PAPER-LOW- 


COST concentrated coverage. 
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Greene Sees Bright 
Future for Food 


Vending Machines 


New York, Dec. 24—More than 
$250,000,000 worth of food (includ- 
ing coffee and milk) was sold 
through vending machines during 
1957, according to a year-end 
statement on vending industry de- 
velopments by Robert Z. Greene, 
president of Rowe Mfg. Co., sub- 
sidiary of Automatic Canteen Co. 
of America. 

This compares to sales of about 
$200,000,000 in 1956, Mr. Greene 
said. The entire vending machine 
industry did about $1.9 billion in 
1956 compared to $2.03 billion in 
$7. 

Mr. Greene also said that the 
vending machine industry is cur- 
rently working on a 24-hour-a-day 
“robot restaurant” capable of de- 
livering complete meals—from 
frozen juices to hot ready-to-eat 
dishes—in less than 20 seconds 
from the drop of the coins. 


Stickin’ YY 


round 
KLEEN-STIK 


IDEA NO. 124 
Hot or Cold—It’s HOLLY 


Dealers for HOLLY-GENERAL 
CO., Los Angeles, have the answer 
for any kind of weather with com- 
bination heating and air condition- 
ing units. And to tell folks about it, 
the company supplies these two 
iant (48 x 14) window streamers. 

ENT COCHRAN, Holly’s Ad 
Mec collaborated ‘with HUGO 

MER, Art Director of 

DOZIER- EASTMAN agency, with 
silk- ssqreoning Bi 4 the VITA- 
CHROME CoO., Strips of 1” 
wide KLEEN STIR make them 
e-a-s-y to put up with a quick peel- 
and-press. No wonder so man 
dealers use the displays and “ 
up” the product! 


Outstanding 


P.O.P. ideas — 
: the World's Most 
Versatile Self-Sticking Adhesive! 
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Cute CRIB Character 


Furniture for the wee, wee set de- 
ma “cute” decorations — which 
must also be “yy and easy 
to apply: CRIB BED of Canada, 
Ltd., in Montresl, solved the prob- 
lem "with these “p aiing animal 
cutouts. BILL EA , Sales 
Prom. V. P., Fae he 
on KLEEN-STIK FLEX-STIK 
“B"’—the rubber-saturated stock 
that sticks tight and permanent. So 
easy to put on, too—no water or 
glue . . . simply pas and press. Art 
and screenin CHARLES 
AXMAN of A rhe 1c ENTER- 
PRISES .. . die-cutting by 
PRINTERS & LITHOGRA- 
PHERS, LTD., Montreal. 
See your regular printer, lithog- 
rapher, or silk screen printer for 
more business-building KLEEN- 
STIK ideas ...or write on your 
letterhead for our free “‘Idea-of- 
the-Month 


KLEEN-STIK Products, Inc 
Pioneers in Pressure-Sensitives 
7300 W. Wilson Ave. @ Chicago 31, Ill 
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Mr. Greene emphasized that 
while the industry has made tre- 
mendous progress during the past 
year in vending food, it has at the 
same time increased its sales in 
every product category. 

Cigarets, he said, are still the 
biggest vending machine item. Es- 
timated 1957 sales, he said, will 
approximate $825,000,000, up $25,- 
000,000 from 1956. Soft drinks will 
be about $550,000,000, up $40,000,- 
000, and candy will be about $240,- 
000,000, up $10,000,000. 


® Mr. Greene, who is generally 
credited with the national intro- 
duction of the cigaret vending ma- 
chine more than 30 years ago, said 
that while current food-vending 
equipment now accounts for well 
over one-tenth of all vending sales, 
new equipment now in develop- 
ment will give automatic food 
service—in factories, office build- 
ings, roadside diners and trans- 
portation terminals—to an extent 
undreamed of five years ago. It 
will also contribute to the expan- 
sion of the packaged food industry, 
he said, “which is working closely 
with vending machine manufac- 
turers.” 

Current industry estimates, Mr. 
Greene said, are that almost one 
out of every five plants now use 
vending machines exclusively for 
employe feeding. 

“During 1958,” he said, “the 
vending industry will be mass- 
producing for the first time fresh- 
brew coffee machines, which not 
only prepare a ‘real cup of coffee’ 
on the spot, but serve it with re- 
frigerated cream and granulated 
sugar, mixed to the consumer’s 
taste at the drop of a coin and the 
push of a button.” 


s Automatic merchandising’s de- 
velopment in 1957, Mr. Greene 
said, was stimulated by the ex- 
pansion of take-home food service 
with several food store chains now 
using batteries of vendors for 24- 
hour sales of bread, butter, eggs, 
coffee, cheese, milk, meats and 
other food staples. Also, so-called 
“mechanical hens” are cropping up 
on highways, at gas stations and 
near factories for vending food 
staples. 

While most of these ventures are 
still experimental in nature, he 
pointed out, “24-hour marketing 
of food products through vending 
machines is now definitely a part 
of the retail food picture. How fast 
it develops must depend on the 
retail food industry itself,” Mr. 
Greene said. + 


Abilities Inc. Records 
Annual Report on 12” LP 


production company that hires only 
disabled personnel, has recorded 
its annual report this year on a 
12” lp. This is the first recorded 
annual report in industrial history 
according to Recorded Communi- 
cations Inc., which produced the | 
record. 

The record is in the form of 


’| rankings of markets by population, 


Abilities Inc., Albertson, N. Y., a 5 


an informal conversation, “which 
conveys the special character ot | 
Abilities Inc. more effectively than 
any written words or monologue 
could possibly do,” according to} 
the company. Gross sales of $1,826,- | 
400 are reported for the year, com- 
|pared with $1,152,000 for the pre- 
vious fiscal year. The compan) 
| works as a subcontractor produc- 
ing electronic units, mechanical 
|assemblies, components for air- 
| craft, shell fuses, radios, record | 
| players and dictating machines. In | 
lits five years of existence, the 
|}company has increased from 5 to 
|300 handicapped employes. 


Hixson & Jorgensen Gets 
Heidelberg Account 

| Heidelberg Western Sales Co., 
Los Angeles, distributor of Ger- 
man Heidelberg printing presses, 
has appointed Hixson & Jorgen-| 
| sen, Los Angeles, to handle adver- | 
tising and promotion, as of Jan. 1. 


Advertising Age, December 30, 1957 


Information for Advertisers 


The American public consumed 
approximately 200 bottles of soft 
drinks per capita in 1957, accord- 
ing to figures just released in a 
market study prepared by Nation- 
al Bottlers’ Gazette. This record 
per capita consumption of bottled 
soft drinks is based on the reported 
increase this year over the 188.9 
bottles per capita for 1956. These 
figures, and many other statistics, 
including the annual purchasing 
requirements and the marketing 
operations of this $1.3 billion in- 
dustry, are contained in an illus- 
trated brochure, “The Soft Drink 
Industry,” released by the publica- 
tion. Based on recent estimates the 
industry’s expenditure for adver- 
tising amounted to $135,000,000. 
This includes tv, radio and print 
media. Copies of the brochure are 
available from Keller Publishing 
Co., 9 E. 35th St., New York 16. 


e Boating Industry has prepared 
a 16-page brochure of basic data 
on the boating industry, based on 
the “Growth of Boating” section 
which will appear in its Jan. 10, 
650-page show issue. Copies are 
available to manufacturers and ad- 
vertising agencies, on request to 
Jim Peaslee, Boating Industry, St. 
Joseph, Mich. 


e The Washington Post & Times 
Herald, with the assistance of 
Standard Rate & Data Service and 
Sawyer, Ferguson, Walker Co., has 
just published a newspaper r.o.p. 
color data book. The book is de- 
signed for advertisers and their 
agencies as a guide to newspapers 
publishing r.o.p. color in the 201 
largest metropolitan markets. It 
contains consumer market data and 


retail sales and food sales. To ob- 
tain a copy, write to any Sawyer, 
Ferguson, Walker Co. office or 
Russell E. Baker at the Washington 
Post & Times Herald. 


e Fleet Product News has just re- 
leased a 16-page, two-color bro- 
chure of interest to fleet advertis- 
ers and their agencies—“FPN Me- 
dia Buying Facts.” It contains such 
essential data as a breakdown of 
the fleet market and its growth 
trend; the results of a survey of 
the market including facts on buy- 
ing procedures and purchasing in- 
fluences; data on how this segment 
of the fleet market can be sold, etc. 
Copies of this brochure can be ob- 
tained by writing Fleet Product 
News, 431 S. Dearborn St., Chicago 


e 85% of The American Home’s 
families own more than one set of 
dinnerware. One-half of them feel 


that butter and margarine are 
about equal in nutritional value, | 
but another third feels that butter | 
is more nutritional. Nearly one- 


third plan to do some redecorating 
with wallpaper during the next 
12 months and 61.5% of these will 
do the work themselves. These are 
some of the facts and figures from 
the two latest American Home 
reader consumer panels (#53 and 
#54). Copies may be obtained by 
writing to the American Home 
reader consumer panel director, 
300 Park Ave., New York 22. 


e Redbook has just released a 61- 
page industry and market report 
on “Household Clothes Washers 
and Washer-Dryer Combinations.” 
The report covers the history and 
growth of the industry, the cur- 
rent market and future sales pros- 
pects, promotion and advertising 
and various brand rankings. Copies 
of the report are available by re- 
quest, on company letterhead, to 
Donald E. West, director of mar- 
keting research, Redbook, 230 Park 
Ave., New York 17. 


e Associated Construction Publi- 
cations has issued a 24-page bro- 
chure on its publications. The 15 
leading regional construction pub- 
lications serve all major construc- 
tion markets. The brochure lists 
what construction men buy and 


how they buy, etc. 


e A 1957-58 survey and directory 
of the meat packing industry in 
the 11 far western states has been 
published by Span Publishing Co., 
Mill Valley, Cal., publisher of 
Western Meat Industry. The direc- 
tory lists 1,500 meat packers and 
processors in the West by state, by 
company name and address and 
by type of operation. Copies are 
available from the company at $2 
each. # 


Book Tells Small Business 
About Marketing Techniques 

A new book, “Techniques for 
Marketing New Products” by 
Douglas Banning, has been pub- 
lished by McGraw-Hill Book Co. 
The book has 298 pages and sells 
for $6.5C. 

It tells the small business man 
how to locate new product ideas, 
figure the chances of success, se- 
lect the best distribution methods, 
create, or supervise, his own ad- 
vertising and sales programs, cope 
with everyday problems of manag- 
ing a small distribution company, 
comply with federal, state and 
local laws and assure the financial 
growth of the enterprise. The au- 
thor is treasurer of a distribution 
company which started with $3,600 
capitalization five years ago and 
now has an annual sales volume of 
$500,000. 


712 FEDERAL STREET 


SPREADING THE NEWS 


SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WAbash 2-8816 
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Mitchel Mrs. Mitchel 


HAPPY HOLIDAY—A record year of advertising sales for Holiday maga- 


| Hall Joins American Motors 


ican Motors Corp. as assistant to 
the automotive advertising man- 
ager. Before joining American Mo- 
|tors, Mr. Hall spent a year with| 


Calvin C. Hall has joined Amer- 


Mercury as supervisor of dealer |cago, 
advertising and a year with DeSoto] pointed Robert Moldafsky national 
merchandising manager. Mr. Mold- 
afsky formerly was an account 
executive with Martin Co., 


as a district sales manager. 


Sara Lee Names Moldaftsky 
Kitchens of Sara Lee Inc., Chi- | Louis. 


baking company, 


has ap- 


27 


St. 


Mrs. Collins Collins 


zine is being celebrated here at a Waldorf-Astoria party for the New 
York office of the magazine. Pictured are E. Kent Mitchel, vp and 


ager; and Mrs. Collins. Total advertising revenue of Holiday reached 


| 
ad director; Mrs. Mitchel; John Collins, New York publication man- 


an alltime high of $8,288,907 in 1957, up $1,805,126 over 1956. New 
York office also had its biggest year ever with billing of $4,105,378, 


up $989,457 


over 1956. 


I5DailiesAre 
Struck in Month; | 
1] Still Publish 


CuicaGo, Dec. 24—A rash of 
strikes and labor trouble has hit 15 
daily newspapers in 11 cities in the 
past month. All of the newspa- 
pers, with the exception of four, 
continued to publish. 

The most recent dailies to be af- 
fected were the Journal Herald 
and Daily News in Dayton. Mail- 
ers walked out Dec. 20, and other 
union members have refused to 
cross picket lines. The News was 
unable to publish Dec. 20, and the 
Journal Herald did not come out 
Dec. 21. The mailers are seeking 
a new contract with higher wages, 
more vacation time and better 
work assignments. 

The St. Paul Dispatch and Pio- 
neer Press suspended publication 
last week (AA, Dec. 23) following 
a walkout by mailers, composing 
room employes and members of 
the American Newspaper Guild. 
The dispute is over wages, hours 
reduction and “manning.” 


s Employes of six newspapers of 
the Westchester County Publishers 
Inc. chain in New York state have 
been on strike since Dec. 9. The 
dailies are the Mamaroneck Daily 
Times, Mount Vernon Daily Argus, 
New Rochelle Standard Star, Port 
Chester Daily Item, White Plains 
Reporter-Dispatch and Yonkers 
Herald Statesman. The strike was 
called because of the firing of a 
union steward. 

Wage demands were the cause 
of a strike Dec. 4 at the Galveston 
News and Tribune. Union em- 
ployes at the Telegram and Even- 
ing Gazette, Worcester, Mass., 
have been striking since Nov. 29. 
Printers are seeking a contract 
with a clause providing for juris- 
diction over new processes. 

The first newspaper of the 15 to 
be hit was the Gazette, Haverhill, 
Mass. Printers, who want jurisdic- 
tion over new processes, have been 
out since Nov. 20. 


DEPOSITIONS TAKEN IN 
AFTRA STRIKE AT WCKY 
CINCINNATI, Dec. 24—Bud Coll- 
yer, president of American Feder- 
ation of Television & Radio Art- 
ists, and Donald F. Conoway, 
AFTRA’s executive secretary, ap- 
peared here last week for deposi- 
tions relating to a strike started 
last August by seven employes of 
radio station WCKY. 


the depositions earlier this month 
when they gave a pep talk to the 
Cincinnati chapter of AFTRA. 

L. B. Wilson Inc., operator of 
WCKY, filed suit Nov. 14 for $19,- 
500 damages against the local 
AFTRA chapter, charging “deceit 
and restrictions” in the strike, and | 
declaring the defendants pressured | 
sponsors into dropping WCKY, 
thus causing it to lose $9,750 in ad- 
vertising revenue. Both the station 
and its New York office have been 
picketed since the strike began. 


' 
| 
were subpoenaed to appear z 
| 
| 


@ Mr. Collyer said the major rea- 
son the strike is being continued is 
because WCKY management “has 
refused to sit down and talk with 
AFTRA representatives. I myself 
have personally appealed to the 
station for a conference, but have 
been refused,” he said. 

An investigation of the station’s 
charges against the union is being 
conducted by the National Labor 
Relations Board. # 


Automatic Washer Co. Plan 
to Reorganize Falls Through 

Plans to reorganize Automatic 
Washer Co., Newton, Ia., have 
failed. Attorneys told Federal 
Judge Henry Graven that a Chi- 
cago company failed to acquire 
adequate financial support to keep 
it going. Liquidation of Automatic 
Washer will now be started. The 
Chicago company is Paul C. Kim- 
ball & Co. 

Automatic Washer’s tangible as- 
sets have been estimated at $1,150,- 
000 and its debts at about $1,048,- 
000. The company has operated 
under a trusteeship for several 
months. It has discontinued pro- 
duction of washing machines and 
now maintains only a parts de- 
partment. 


Vick Appoints Five 

The Vick products division of 
Vick Chemical Co. has created 
several new positions, naming E. B. 
Newsom, former sales manager, vp 
in charge of sales and sales promo- 
tion for the division and A. J. Elias, 
vp in charge of advertising and 
marketing for a major product 
group. J. S. Scott, formerly assist- 
ant ad manager, succeeds Mr. Elias 
as product group advertising man- 
ager. J. H. Williford, assistant ad} 
manager for another product | 
group, moves into Mr. Scott’s po-| 
sition and, in turn, is succeeded by 
T. K. Parrish. 


LaCour Named Manager 


J 


Joseph B. LaCour, former gen- | 
eral manager of Associated Pub- | 
lishers Inc., has been named gen- | 
eral manager of United Newspa- 


Messrs. Collyer and Conoway 


pers Inc., effective Dec. 30. 
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A unique 
recognition of 
international 
significance 


Left: The Lord Mayor of Manchester, Leslie 
Lever, M.P., Mayor Glenn S. Allen of 
Kalamazoo, and W. Bradley Connors, U. S. 
Embassy, officially opening the Kalamazoo 
exhibition, Manchester, England, Nov. 25. 


KALAMAZOO... the “Window of America” 


Kalamazoo was the city recently chosen 
by the U. S. Information Service to serve 
as a “Window of America”’ for Great 
Britain. 

Twenty million Britons are expected to 
visit a colorful, comprehensive exhibit of 
the many facets of community life in Kala- 
mazoc. Later it probably will be shown 
in several countries in Europe and the 
British Commonwealth. 

Kalamazoo is the only city ever selected 
by the U.S.LS. for an overseas display 
to represent the vitality and dignity of 
life in a progressive American city. 

Enthusiasm of the Manchester 
Guardian, one of the world’s most in- 
fluential newspapers, and that of other 


media for the exhibit and for the city 
which it features, is being matched only 
by that of the English people. 


Advertising and marketing people, too, 
can profit by another look at Kalamazoo 
where “‘life is good’”’ and puts America’s 
best foot forward to the world. 

This is an economically prosperous 
area astride the Michigan industrial belt- 
line. Area people live better, buy more 
and depend on the Kalamazoo Gazette 
for the information necessary to this way 
of life. 

A Booth representative will gladly show 
you why “Life Is Good In Kalamazoo.” 
And why sales are, too! 


KALAMAZOO GAZETTE - R.O.P. COLOR + Evenings & Sunday 


THE BAY CITY TIMES THE ANN ARBOR NEW: 
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New YorkK, Dec. 24—Even Bet- 
ty Furness and “Studio One” are 
moving to Hollywood. 

Miss Furness, who has been sell- 
ing Westinghouse refrigerators 
from New York for what seems 
5 like forever on this live drama, 
. henceforth will do her spieling 
| from California. 

“Studio One,” one of New York’s 
pioneer contributions to tv, is the 
latest telecast to desert New York 
for the wider studio spaces and 
more abundant acting supply of 
Hollywood. 

If this shift had been made a 
couple of years ago, it undoubtedly 
would have excited a great deal of 
: “let’s fight to keep television in 
He New York” sentiment in the indus- 
try. But coming as it will in 1958, 
when the balance of power in tv 
production already has shifted in 
favor of Hollywood, despite spo- 
radic calls to arms by various 
groups in the East, this latest de- 
velopment is a bit anticlimactic. 

The latest count from the net- 
works shows this rough breakdown 
on program originations: ABC— 
33 Hollywood, 10 New York, 11 
others; CBS—37 New York, 32 
Hollywood and a few from other 
places; NBC—35 Hollywood, 32 
New York and a few others. 


® Coincident with the transfer of 
“Studio One,” McCann-Erickson, 
which places this CBS show for 
Westinghouse, has shifted a key 
tv executive from New York to 
Hollywood and has promoted a 
West Coast programming official. 
Charles Powers, who has been in 
charge of live commercial produc- 
tion in New York, will move to 
Los Angeles as director of live and 
film tv-radio commercials. 

Thomas Greenhow, formerly a 
program supervisor, has been ap- 
pointed Los Angeles director of 
programming. 

George Haight, vp in charge of 
radio and tv, said there also will 
be three or four additions to the 
Hollywood staff as a result of the 
shift of “Studio One.” A program 
supervisor, his assistant, and writ- 
ers and directors for the commer- 
cials will be required. The West- 
inghouse commercials will be pre- 
pared in the East, but writers will 
be needed for revisions—that in- 
variably come when a commercial 
is read for the first time—in the 
West. 


# At press time Mr. Haight said 
he did not know who would be on 
the agency’s “Studio One” staff. 
They will not necessarily be the 
same people who handled the show 
here, though the program super- 
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Editors 


feature 


SEND FOR a copy of FEATURE — 

America's only publicity medium. 

tt reaches leading U.S. editors with 
your publicity features. 


1475 Broadway. New York 36, New York 


Already Trailing in TV Originations, N. Y. 
Shrugs as Betty Furness Makes Coast Trek 


visor and his assistant probably 
will come from the New York of- 
fice, he said. 

However, the radio-tv boss of 
the agency with the largest broad- 
cast billings said there is no sign 
of a general exodus of agency men) 
from New York to Los Angeles, | 
despite the latter’s growing impor- 


| tance in tv production. There has 


been a shift of a few key people, 
and there is a great deal of com- 
muting by executives from the 
New York office. McCann-Erick- 
son’s Los Angeles staff has been 
increased by about 30%. 

A spot check of a few other top 
agencies indicated that most have 
not augmented their Hollywood of- 
fices to any appreciable degree. 
Nor had there been any major 
\shifts of major executives from 
New York to California. Most of 
these agencies already have well 
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staffed West Coast offices, where 
the new business means simply 
that people are working harder 
these days. + 


Morris Named President 

Robert W. Morris has been ad- 
vanced from exec vp to president 
of Broadcast Advertisers Reports, 
New York. He succeeds Phil Ed- 
wards, who becomes publisher and 
chairman of the executive com- 
mittee of the radio-tv research and 
monitoring company. 


Borden Forms New Division 

Borden Co., New York, has 
formed a new division called Bor- 
den’s Milk & Ice Cream Co. It 
unites Borden’s milk and ice cream 
operations in one unit. President 
of the new division is Francis R. 
Elliott, vp of Borden Co. 


B&B Moves in N.Y. 

Benton & Bowles has moved to 
new offices at 666 Fifth Ave., New 
York. 


CENTRAL FEATURE NEWS INC. 
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Labor Press Assn. 
Publishes Directory 

Information about 301 newspa- 
pers and magazines which are 
members of the International La- 
bor Press Assn. is summarized in a 
92-page directory of the labor 
press published by the AFL-CIO. 


jion publications and 132 state and 
|local papers which carry adver- 


tising. 


Copies of the directory may be 
obtained from Bernard R. Mullady, 
International 


secretary-treasurer, 


| Washington, D.C. 


| to New York agencies. 


In recent weeks two large ad- 


24—Local | 


Admen Deny Philly's Losing Accounts to 
N. Y.; Even If It Is, It's Getting N. Y. Business 


PHILADELPHIA, Dec. 


Advertising men here raged, 


29 


|asserting there is no reason why 
such large advertisers must leave 
town to select an agency, since 
some of the most competent ad- 


Sun Oil Co. then named William | men and agencies in the nation are 
admen are exceedingly sensitive Esty Co. (AA, Dec. 23). 
Labor Press Assn., AFL-CIO Bldg., | about Philadelphia accounts going 


located in the Quaker City. 


: ai® This revived rumor of a definite 
them preg lire echige—ne- Mc trend: Philadelphia.is losing more 
| ’ 


The directory gives publishing in- Greenway Joins Time Intl. eX. assigned their advertis- | & Ryan, New York. ree 
Both of these accounts had been ; 


formation about each newspaper 
and magazine, and identifies the 


advertising sales representatives 
for each of the 29 international un- | has been with Time since 1953. 


Bill Greenway has been named |ing to New York: firms. SKF In- 
| Montreal advertising manager of|dustries appointed G. M. Basford|the objective of a number of local 


|Time International of Canada. He|Co. to handle its advertising and tty oy Peale etd 57> set out to do something about it. It 


public relations. 


and more big accounts to Madison 


So the local chapter of the Na- 
tional Industrial Advertisers Assn. 


named a public relations commit- 


B JAN 


AUG JUL JUN MAY APR MAR FE 


SEP 


KNXT premieres “Fabulous Las 
Vegas,” the first in a series of variety 
shows beamed direct from Las Vegas, 
the first such programs presented on 
a regular basis by a local station. 


KNXT broadcasts “Capitol Hill to 
California,” the opener of a series of 
talks with California Senators and 
Representatives, filmed in Washington, 
D. C. by KNXT’s Public Affairs Dept. 


KNXT receives the Alfred I. duPont 
Radio and Television Award for 

the “high quality of programs serving 
cultural and social interests,” the 
only television station so honored. 


KNXT becomes the first West Coast 
local station to schedule most of 

its shows at the most convenient time 
for its viewers, thanks to new Ampex 
Video Tape Recording equipment. 


KNXT accepts the Ohio State First 
Award for the cultural series “Journey,” 
plus three Associated Press Awards 
including AP’s Sweepstakes Award for 
“over-all excellence of news coverage.” 


KNXT produces the first in an 8-part 
series “Focus on Sanity,” called 

“the finest job done in any medium” 
by Dr. Walter Rapaport, California 
State Director of Mental Hygiene. 


KNXT is honored with 5 “Golden 
Mikes” by the Radio-Television News 
Club of Southern California, including 
the prize for “management support 

of the most aggressive news policy.” 


KNXT readies its unique “Basics of 
Television” course, to aid the industry 
and the community in the effective 
use of television, the first course 

of its kind given by a local station. 


KNXT’s “Fabulous 52,” Saturday 
night showcase for KNXT’s library 
of top feature films, is listed by 
Telepulse as the highest rated local 
program in the Los Angeles area. 


By any standard —-entertainment, public service 
or simple audience arithmetic - KNXT continues 
to set the pace as the number one station in the 
nation’s number two television market. KN XT 


CBS Owned, Channel 2 in Los Angeles - Represented by CBS Television Spot Sales 


KNXT introduces its first “Big Hit 
Movies” Blockbuster Week, monthly 
repeats of the top favorites from 

the “Fabulous 52” package, shown 
on seven consecutive evenings. 


KNXT news reporter Clete Roberts 

is elected “Man of the Year” by the 
Counter Intelligence Corps Association, 
his /0th award this year, including 

an “Emmy” and two AP awards. 


KNXT completes another year of 
leadership. For the latest 12-month 
period, KNXT averaged a 27.5% total 
share of audience, almost 30% 

higher than its nearest competitor, 


Source: Nielsen 


tee, gave it a budget to sell Phila- 
delphia advertising via all media. 
And an education committee be- 
gan telling the Philadelphia story 
to schools and colleges. (This was 
in effect even before the Sun ap- 
pointment was made known.) 

EIA, the local chapter of NIAA, 
also made an independent analysis 
of industrial accounts here, which 
was now made public. It found 
that “by far the great percentage” 
of local accounts are serviced by 
Philadelphia agencies. Even when 
changing, accounts remain here, it 
said. 

In addition, to counterbalance 
those accounts that moved to New 
York agencies, a “number of equal- 
ly large industrial accounts from 
New York and other areas have 
contracted for the services of Phil- 
adelphia agencies,” said EIA. + 


Masonite Boosts ‘58 Budget 

Masonite Corp., Chicago, has 
planned the largest advertising 
program in company history for 
1958, according to James H. Hurley, 
ad manager. Emphasizing more col- 
or and wider coverage, the cam- 
paign will be carried in 81 publica- 
tions reaching general consumers, 
builders, architects, farmers, busi- 
ness men, industrialists and other 
special groups. Color pages will 
run in 24 of the magazines. Buchen 
Co., Chicago, is the agency. 


MacKenzie Joins Chambers 

George F. MacKenzie has joined 
the industrial division of Cham- 
bers, Wiswell, Shattuck, Clifford 
& McMillan, Boston, as an account 
executive. Before joining the agen- 
cy, Mr. MacKenzie was a vp and 
director of Technical Marketing 
Associates, Concord. 


Church & Guisewite Adds One 
Church & Guisewite Advertising, 
Midland, Mich., has been ap- 
pointed to handle advertising for 
the Amplex division of Chrysler 
Corp. Zimmer, Keller & Calvert, 
Detroit, is the previous agency. 


BUILD 
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ACCURATE 


Complete Listing 
of Over 3450 
Business, Farm 
and Consumer 
Magazines 


BACONS 


PUBLICITY CHECKER § 
6th Annual 


nenew 
Me for 1958 


RELEASE 


NEW PERMANENT OVER 2000 
NUMBERING CHANGED 
. LISTINGS 
New system gives perma- FOR 1958 
nent serial numbers to 6%" x 9%" 
each magetine. Mokes 


@ EDITOR CODEO—Bacon's editor-coded 
system shows exactly what material is used 
by 3453 Business, Farm, and Consumer 
magazines. Pin-points publicity— saves on 
preparation, photos and mailing. Sturdy, 
fabricoid, spiral bound book. 6%" x 9%” 
size, 320 pages. Write for your copy today. 


PRICE $18.00 Sent on Approval 
Name 
Cornpany 
Address 
City State 
Bill: 0 Me 0 My Company 


BACON’S CLIPPING BUREAU 
14. Jackson Blvd. Chicago 4, Illinois 
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Newspapers Entertain 


Lonpon, Dec. 24—“The biggest 
piece of claptrap about the press 
is that it deals almost exclusively 

or even mainly—with news... 

“|, The next-biggest piece of 
claptrap is that the press has enor- 
mous power Everyone has 
heard of ‘the power of the press,’ 
no one has seen it.” 

In the future, it seems likely 
that the popular mass circulation 
newspapers will “kill off” the 
“quality” press. 

These somber comments come 
from a former editor of Time, T. S. 
Matthews, whose book, “The Sugar 
Pill,” has been published here by 
Victor Gollancz Ltd. 


s Mr. Matthews, who has made 
his home in London since his res- 
ignation from Time several years 
ago (he once had high hopes of 
running a British edition of Time), 
has made a close study of the Brit- 
ish press. His thesis is that the 
newspaper is not our daily bread, 
but our sugar pill. 

The results of his studies are set 
down entertainingly in this book, 
which he subtitles “An Essay on 
Newspapers.” It is, in fact, a study 
of two newspapers in particular, 


the mass-selling Daily Mirror and | 
the highly respected Manchester | 


Guardian, and attempts to show 
through their example what the 
press is and what it does. He 
chose these two papers, according 
to the blurb, because they repre- 
sent between them the range of 
the entire press; from the sensa- 
tional “popular” tabloids to the 
“quality” papers. 


= But he does not confine his re- 
marks to the British press. By im- 
plication, if nothing else, he in- 
cludes the U. S. press as well. 

In his chapter on “Journalism 


More Than 


They Inform, Says English Writer 


newspaper editors try to put out a 
‘good paper’ every day. Papers like 
the Daily Mirror know what that 
means and admit it: An exciting, 
interesting, entertaining paper. 
They known they can’t depend on 
the luck of the news; they can’t 
count on a daily disaster, scandal, 
murder or love affair. So the pa- 
per is built around a framework 


of features, including, very decid- 
edly, strip cartoons and manufac- 
tured ‘news’ (speculation, gossip, 
rumor, chit-chat). The constant 
aim of the mass-circulation editor 
is to enhance what news there is, 
and make up for what news there 
isn’t.” + 


Keystone Adds Six Stations 
Keystone Broadcasting System 
has acquired six new affiliate sta- 
tions; KMAR, Winnsboro, La.; 
KOOO, Omaha, Neb.; KPLK, Dal- 


las, Ore.; KWIV, Douglas, Wyo.; 
WBRX, Berwick, Pa., and WBHC, 
Hampton, S. C. The additions bring 
Keystone’s total number of affil- 
iates to 1,019. 


Agency Formed in Savannah 
O. J. Murry, assistant to the 
president of the Central of Georgia 
Railway Co., has resigned effective 
Dec. 31 to join in the formation 
of a new advertising-public rela- 
tions company with headquarters 
in Savannah, Ga. Mr. Murry joins 
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|tising executive, who recently or- 


Vin Whitson, Savannah adver- 


ganized his own agency under the 
name of Whitson & Associates 
Inc. The new agency will be known 
as Whitson, Murry & Associates. 


Page Forms Agency 

Frank H. Page has formed Page 
Advertising Agency, with offices 
at 710 N. Plankinton Ave., Mil- 
waukee. Mr. Page is a former clas- 
sified advertising manager of the 
Milwaukee Journal. 


remarks: 

“The popular press is part of 
mass production, in both Britain 
and the U.S., and a very important 
part. It’s not only the chief adver- 
tiser of consumer goods, but the 
loudest champion of ‘progress’— 
by which is meant an ever rising 
standard of living.” 

As Mr. Matthews sees it, “The 
press claims that it supplies dai- 
ly entertainment to millions. It 
doesn’t make this claim very loud- 
ly; it doesn’t want to emphasize 
this part of its performance. All 


TO COVERAGE—is the KOA-RADIO 
Rovte that takes your advertising 
message throughout the entire West- 
ern Market — reaching cities and 
towns, farms and ranches in 302 
counties of 12 states! 


TO SALES — is the KOA-RADIO 
Route — the West's best way to sell 
your product to over 4 million po- 
tential customers! 
GET ON — STAY ON* — KOA- 
RADIO! It's the only station you 
need to rovte your product directly 
to the entire, rich Western Market. 
(*most odvertisers do!) 
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One of America’s great radio stations 
50,000 watts 850 Ke 


and Journalists,” for instance, he | 


— “St’s-your ball.. 


How long is it since you’ve picked up a copy of VOGUE Magazine? Do you know 
what the force of fashion is selling today—or do you still think of fashion only 
in terms of a dress colour, a change in silhouette, or the height of a shoe heel? 


Last month, five airlines, four steamship companies, and a railroad ran space 


DIC 


in vocuB. Last year, over 10C advertising pages of household products appeared 
in VOGUE’s twenty issues. A kitchen garbage disposal unit and a famous air- 
conditioning system run regularly. A campaign that raised a catsup from third 


fashion is the selling power 
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Directors Appointed 

Floyd Fletcher and Harmon L. 
Duncan, of Durham, N.C., have 
replaced Reps. Leo W. O’Brien (D., 
N.Y.) and Dean P. Taylor (R., 
N.Y.) as directors of the new Capi- 
tal Cities Television Corp., opera- 
tor of WROW and WCDA, Albany, 
radio and ty stations. The two 
congressmen will retain their stock 
in the corporation, which previous- 
ly was known as Hudson Valley 
Broadcasting Co. 


Saieway Is First 
Western Company to 
Hit $2 Billion Level 


OAKLAND, CAL., Dec. 24—Safe- 
way Stores has become the first 
western business of any kind to 
break through the $2 billion annual 
sales mark. 

Robert A. Magowan, Safeway 
president, disclosed last week that 
the company’s consolidated sales 


report for 50 weeks of 1957 totaled 
$2,032,000,000. 

Historically, 16 other U. S. com- 
panies have crossed the $2 billion 
sales mark. But none of those com- 
panies has headquarters west of 
Chicago. 

“Of course,” Mr. Magowan said, 
“many companies have better prof- 
it records on their sales than we 
do, but we are naturally pleased 
with our sales growth.” 

Safeway, Mr. Magowan pointed 
out, has grown from a single store, 


founded in American Falls, Idaho, 
in 1915. Its founder, M. B. Skaggs, 
now resides in Oakland and has 
watched the company grow from 
his original self-built store to an 
operation in 25 states and five 
Canadian provinces. 


® The Safeway chain is the second 
grocery chain to break through 
the $2 billion mark. The Great At- 
lantic & Pacific Tea Co. was the 
first. 

Commenting on the significance 
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if up and run with it” 


to second place in nationwide sales received an added impetus from VOGUE. 


The point? When voGuE is the fashion power, fashion is the selling power . . . 
selling an audience of readers and stores who set a buying pace unmatched by 
any other magazine audience in America—unmatched in influence, unmatched 
in following. That’s why VOGUE carries more pages of advertising each year than 
any other women’s magazine; that’s why advertising in VOGUE is so varied. 
Pick up VOGUE: run in it, run with it . .. run with the wonderful force of fashion. 
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of the $2 billion sales record. in 
terms of grocery purchases, Mr. 
Magowan said that it represents 
the grocery store purchases of 8,- 
000,000 people for one year— 
equivalent to New York City’s an- 
nual grocery store purchases, or 
those in 75% of the state of Cali- 
fornia, # 


Lewis, Scofield Partners 

Liller, Neal & Battle, Atlanta, 
has elected Oscar S. Lewis, general 
office manager, and Clay Scofield, 
an account executive, partners in 
the agency. 

Mr. Lewis joined the agency in 
1950. Mr. Scofield has been with 
Liller, Neal since 1949. 


Jewell Joins Reincke, Meyer 
Seth W. Jewell, formerly of Bu- 
chen Co., has joined the staff of 
Reincke, Meyer & Finn, Chicago, as 
an account executive. Prior to his 
association with Buchen Mr. Jewell 
was with Campbell-Ewald Co. and 
MacManus, John & Adams, both 
in Detroit. 
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radio 


Let Program PM make a sound 
difference in your sales. Call your 
PGW “Colonel,” or the Sales 
Manager of W8Z+ WBZA, Boston 
. +. KDKA, Pittsburgh... KYW, 
Cleveland ... WOWO, Fort 
Wayne ... KEX, Portland 


WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 
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Upesombs huwohorf Westover McEntyre Light Crosby 
tee ae meet—Wil Us G. Lipscomb, up of traffic and sales, and ELECTED—Robert Westover, Foote, Cone & Belding, re- Les McMahon, Calavo Growers of California, 1st 
Dhan Mukerji, traffic and sales gyre nd jor the Atlantic division, ceives congratulations on his election as president vp; Richard McEntyre, General Petroleum Corp., 
of Pan American World Airways chat with Charles R. Hook Jr., of the Los Angeles chapter of the Sales Promotion 2nd vp, and Bob Light, Bob Light & Associates, 
— “ the nag ae an a breather Pan ape Executives Assn. from outgoing president Robert treasurer. Not shown is Thomas Shea Jr., Strom- 
ee ae, ee Se ee ee ee oF Crosby, Southern California Gas Co. Looking on are’ berger, LaVene & McKenzie, secretary. 
handle Clipper Cargo advertising for Pan Am in the U. S. ‘eaeeeart ach od 4 ¥ 
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FOR THE RECORD—Arthur Hull Hayes (left), president of CBS Radio, 

presents to L. Quincy Mumford, librarian of Congress, recordings of 

a complete two-week schedule of CBS Radio network broadcasts, 

covering May 13-26, for the Library’s collection of audio-visual ref- 
erence materials. The gift numbers 397 tape records. 


EXAMPLE—“Man—I’m Pooped!” is the caption for this the Brown Instruments 
Bill Eddy cartoon in the 1958 calendar put out by Honeywell Regulator Co. 
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. Hubbell Helmken Browne Moore 
Leonerd Zesere Bernard Robinson Murphy WORLD’S LARGEST—Charles M. Helmken, assistant pr director, St. 
GIFTS FOR CHILDREN—The Eastern t.f. club atits recent Society. Presentations were made by George Ber- John’s University, Brooklyn, lights his 300 sq. ft. Christmas card in 
Christmas party in New York distributed gifts to nard, Penton Publishing Co.; Hugh Robinson, Cono- Times Square—a prize contributed by Outdoor Advertising Inc. at 
two charities. Shown receiving the gifts are Am-  ver-Mast Publications; Richard Murphy, Pit & the Christmas luncheon of the Sales Executives Club. With him are 
brose C. Leonard, Society of St. Vincent de Paul Quarry; and Robert Bassinette, Reinhold Publishing John W. Hubbell, Simmons Co., club president; Rev. Joseph W. 
and the Rev. P. J. Zaccara, New York City Mission Browne, university vp, and Warner R. Moore, OAI president, 
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k Peter Wool (or vorkrown Heicuts, ».v) 
who reads MECHANIX ILLUSTRATED 


Peter Woolf's neighbors come to him for 
advice about tools and making things 
with tools because he is the “do-it-your- 
self’”’ man of his Yorktown Heights 
neighborhood. His complete home 
workshop is a regular gathering place 
for other neighboring home owners who are planning their own 
projects. After getting advice from Mr. Woolf, they frequently find 
they need added tools and they ask his opinion on the brand to 
buy. Why do they ask him? Because he has the skill and equip- 
ment to do a “professional” job and is willing to help his friends. 

Mr. Woolf is shown above at work on a gun rack designed espe- 
cially to hold his own guns and featuring a hidden, tamper-proof 
ammunition drawer. At other times he may be found making doll 
furniture for his daughter or full-scale furniture for his home, 
such as the attractive knotty pine desk in Mrs. Woolf's kitchen, 
shown on this page. 

A major project soon to be undertaken is the finishing of a large 
playroom. Although Mr. Woolf's job as a salesman for the Dicta- 
phone Corporation keeps him busy on a full business schedule 
and his primary spare time hobby of his home workshop takes up 
much of his leisure hours, he still enjoys hunting, fishing and golf 


Sources: Starch Consumer Magazine Report, June, 1957 
1957 MECHANIX ILLUSTRATED ‘‘Do-it-Yourself’’ Survey 


on occasions. He is also working with friends in the building of a 
special design sports car. 

MECHANIX ILLUSTRATED has over 1,400,000 regular male 
readers who turn io it each month for authoritative information 
on things to make, how to make them, the latest on cars—any of a 
wide variety of subjects of interest to men. These readers are 
mainly young (median age 32.3 years), married (84.2%), edu- 
cated (81.8% high school or better), home owners (67.7%) and 
successful ($5,321 median income). 

In addition, 86.5% of MECHANIX ILLUSTRATED families 
have a home workshop or workbench. Nearly 90% usually do 
home maintenance or repair jobs themselves. These young, aggres- 
sive readers are full of personal “know-how,” are looked to for 
factual advice in their working and living spheres. 

Through them, MECHANIX ILLUSTRATED pro- 


vides a rich market that merits serious attention. 


ME CHANIX 
ILLUSTRATED 


THE HOW-TO-DO MAGAZINE 


A FAWCETT PUBLICATION 
67 West 44th Street, New York 36, N. Y. 
CHICAGO «+ DETROIT + LOS ANGELES + SAN FRANCISCO + MIAMI 


eee hi a ae Mn oe aE fe a Re oe eae hee «ee ee 
sg. reir st Bc? Rta igs. Oa aa aes Ds SEAR io Dee isbn, See y oe ee rico: .; 5. ogee 6 - ae i 
Ag SPST Rive bes: ia ee IL: a A a eae eae ae LG gee ene 7 Rie ERR Re ee See 2”. ae s,s od ~~. + Se 
Denar ee. ae Me: porte ee Se es ae a RE ees en ee ee Oe ee ie bee Ee OA ee a *. 
Sy Oe Ea a ae a a ae (eee SE MDS oe ee aes Ser Sach TR satel ot ca ait aid orse A a 
ee ee Po a ne ee ee nee ee Ramey Ree ne 
; ‘ 1 3 Bio ode : ee Wee te ek a ieee Oe NT Me Pre OSes eth te oy ae Sher that eo Bliss ae 
is : , P i ee = ne eee ee oe eo Sire Son aoe af bx as eee, : A ore 8 inte rae 
. Sis —— - aie s na ee cane a a ae 
Bey ie 
pe aoe 
Pie: Si. 
ea eas 
\ 
| 
. 
~ ~ 
: ya ee 
edie, 
eaeSr 
; eae 
| — e a ow Bean gee 
% | “ =. 2s Coa ‘ a « Sf + ae 
. ee . , . oo ae , Bee: 
* o iar. 
. omee + a> . Ld AL ' . . > ae ay r 
<— ‘.* BS dw a le . ‘¢€ } ’ $4 ome i a) : f — on * p é eS 
f J -f s . eof ea Pelt ea Baek ean 4 he nN = a ‘ - ee * Roe ere) 
, , < , . eet SFY ee ee en ES eee ese noes 
’ a. oe, -— © -  ) Als ? i ta ee Lee ee ee ee ese” Caer | tee ee 
5 a ; et ‘ Pet isles Petey. bs NE Le Pen) -. 4) Men ime ae cad 
. d * @s y a 4 a < 3 Q £ Fg ye “Wei. et a ~ ayes at oe in awed ‘Ae. oo" ae a a te 
- ‘ ‘ me 3 fl +3 a en hi Ena. ene a bee ae 
: ° ae al 3 ‘ 4 ee le “ieee am | Pees ide Sea roe  s we Tags 
- ° o RE ” : = i +. AAs: . ae “ai idees aa SP ha eo = 
era || & in) ae tees Too A a. Soe ei, fhe 
; ‘ ao ee ’ ‘ > . ABS. ty. a a * ae a no Bia aoe 
. , ' : q sea! : . i “ot, Siien 3 _. ae g> Bota: be Spee * 
' . > oe a * Bs i: & > . - : ; = ip: all > Bes: ae ‘Tahir ree Cryer. ke “ig, ine e 
a - Re. .. JE a Se oa 
: ‘ ei 658 . ae oF os ‘ sg . & v8 LL - —_ es ee eee + "3 "hi a mee 
ee ¥ a s Wis Na as a ‘lk aay Pe - bs” +: Gi Sta te ii, ge ee ee eee tes ec fale 
« . oa ‘oe - os ~ % is ’ 7%; 2 e+ rt 4 Sang: a“ ‘ 25 ; pe = a ee oe ag * 
\ / . “| 3 7 ee € | bet; ae alla: - ca a ee ke eS PF te aes ex r 
? %. o" ) - * ae "4 s+ @ Bare hee Se Rs hs Se he ; + eT ee 
: ce 9 "= as 2s : ae” °° ewe coe * eet FZ _ : ‘ SSG Le Riso eS Sho sen 
' we. | Cin Tu lee -... en Ee +, 2 : sa \ Seagal Mie Cha Dae ae 
F so: % 4 iii ven ‘ . ere [> es ee Sw , aA oR ae (ae ee . 
% °*¥Z N > zs ® : ; +s oe st | aoe ee ee ay ee oo eee oe 
oe q Sa —s_ : . : } i k : =e Fd ction id fia x 
% : ‘ ‘ P oo 3 " ar . ee . i : secs tapi ial _—=cind 
: 4 an * # Bs i a a Rive ae = a 
: ] a Md = a , ; « Yes <a Or te ean sottebas Sie ta nk — 
ate? by -_? ¢ " Be . - ‘ ne | Pets Big 7 oe eee ag rie 7 : 
Le 4 sf . * ‘ ae ae CS ae ne oad _ o 
$e f 7 aa F 4 = ? « 4 { rey P i r Se ae ’ pee UR ae ae 
A A... id f “ey : 4 i ee See ee ee j _ ss 
- = ‘- a a & = u 3 a ka ats :. . 7 Mee ee ae | - 44 
: — ie <a « 22 ao ¢ ee gees See, aig a Ge ' | eee 
a : : . sR 4 «| he T 3 saa oo, oh oe By gs panne | ‘ ga ee gf : 
: “ere ae: : ‘ ef *. Pe oy : Se eS ee ai ae | Ae eae tin, he a ede ee af al : 
{ i 4 “t* } ' aa - 2 j mead : ae ap {.¥° S&S Ce ae oe Pee et a ree rt See Sars + eats 
one Ss te” “—s e a ‘ i a se 4 ee ae) Se a 4, 
P ' rg : : si: ain? ; oe PS on . ore = Mee ae ee en ee a. eae Sige oe fe 
ere dae oe we d rs | 5: ate rene it Tilia, Meee” - ee a eaageey 20 ' 
. aS os ¢ - “iy . : ta : ; 7 “< ‘ + ak ee Po s = * ego oa 1 Bs y eS Pe a ae mar Gt en al 
~_— ¢ a 7 “+e + * roe ya none et ee ae ue > ae alenees bc ae EF 
cay yo 7 e. £ . ae oe 28 oe AR Sa eae o : a 
" ’ ? e b b i jE ee ae ae - oe ae - > a, Se je « PS Os 
‘e oe: as ee > PF a, 3 j eS Gee a <e Ae 5 oH 7 ae a2) ae - 
i He : eee ’ o , he ae : ee ee oan a nT ae cs ft Fa a ba : aos 
a A dere ais - eS en i, ; “¥ ; | ae! i ae fi rs Sica ude oe NYS ea 7 
. Y 7 i 2 ie J 4 > ¢€ Be: mm ion anne es ee eg (hy = epee Se eclapmiaeaenase Ve Sect 7 
Pr = . Se ee Be j j ‘ oh wee Pe as, Fai ae emer : ee 
: " a oe i ee > “> : + 2 @. . ae ite Th ! i ' as 
, é j y : eet ae ew ee mae. Oe iS ee a ioe a * i tees : 
‘ oe ees — ieee @. as i A eee ee , Ae n ES : gles i 
43 pee + PF - ¢/ ‘ - - 7 ae A 4 5 ibe OTs 1 5%} : a Sag Ps 2 F aos eee eh f 
— 4 * ; - F gaily Sue ie eae - a P 2 : 
vor § i é - 47 3 ~ « A: 3 Rpg Py ‘ P Be 
a ® ‘ - k : . i ee Bf i. ae a * —— a ee ; a ee Me . 
F - i sien fee ghee eee 1g ae pl Sy oe rai "ee at ey ‘orale oie ‘ 
=e. 1% a ae Uf oF ¥e/ Owe : Me eee ve 
. S: j 1 = wae ee ‘i ’ re Sigs oy eae eee we ete ox: ea, 
eh i ~ + ee = i ’ ’ ‘y . q _ = ee. P +e: TEs ae ig aE Co peters ae io ot ies ine lei WN 
ae: 5 — . as ‘ , . . ; & 5 Pt rt +. : i ee ee eee ee oN heen Gee Wee, 
a : -. ¢ , “ , F é oS _—_ ms <a i Te pee a ee ale nn ce See iy 
‘ eS 6 ET et 2 ese we aS eS” Ae Tikes: pois eng = Perea. coe jena eae tt * oe rs 
ae. . sd ud “ if : ee etter eee Be 1d ea ibn f me. nd 3 mee. 2 in ot 
ih . 4 * ‘ ; a yo. ee se Seen. ee ape ee, ee acl crate 
bey ¢ : eee e+ 8S Ree ps Ni, UND Os , RAT un se es es ee aoa ee vy? é 
es Dataset ponte fhe 7 ge ee pete. . 
ce oat eae eee ~ 8. & Ae EO =p ae + eee we Pe EIEN a A! Eye Rg ee a gia lmteee i a ac ee 
. ict. t 7 ai ae Co) To. thee oe ee is mes See eeriee 
: a cin) oh m,n mde Pt a ; ', ee ean? pa — in Wee eae a ei oe i eee LPT ee es eae Lae . 
on mf e.g ee ee 1 seen ere ee ee eT ae cae an ones. PRL ahlleRieh apart ce Geist sco aes mea 
‘ a. leds . seo ne er - coining Jel iy Sha ite es ee P Ge as ee ee Eee are es a. dee aaa 8 fa a aN 
/ oe ees age . gee : Os eS eae a oe aes 7 Fee see Mite eee et oe ay aca 
mahi : ok ; 2a . Sino gE gpd A se Es AES coe Summ aap ae. oes Mr 
i - ae i mg eas a, a is Reta i” ws * A aa F 7 aah et 2 re Boy ner ae ic Anes ee a : 
=: = - BAe 3 Aa Birakgh ei ~ ; ri ” = a ea Se Mae ete oe a : 
. Ce 3 - Rie a — ee as regio! | al 
a si . a Ae cae g S i : a eae a a 
- ase: : é Aas Pa a ig ae ite ie eae wag ee ‘< 
det a eee gg ; Ps is . a i JM eee eran Saar 
= cage (eee ; Seimei at M 
or : See : _ a = ae . ee Re car pete ee. ee a . 
hes - : * ile ie? . ia ae Ge ae ee 
coe os , ae ee _ é : el a . ae scatseeecmeast + ee gets beac doa . 
Stee r ee ie. a aes & a Fee PS ise | es ee ees ad 
ws —_ ae aes s , . cs i ee 8 FT ee eee 
; ; seat DS Lee 
Sa he nes 
= aes 
thea’s e 
UF ~ 
pote psy: 
ie . 
<y te ; : 
ss ha 
a mi Renin! 
< geeye 
x 7 
ee a 
rom ae i 
- ’ 7" ¥ 
2 es. ‘ . 
— + - a all *% q i 
ae, , F 
rege ice eee ie ; 
ie . 4 
"glad th 
ne Bas, 
- Bia. > 
ens 
- pete 
& q Fy hm * 
- 
bara ‘i 
Lydia aa 
ork, 
im ky 
‘hl y 
cats a 
a ae 
a an a 
Bice erat 
tet y oe 
ae? See 
; ee pea? 
oN i ae 
bi aie 
q er 
sed . 
ie z 
os veTRaSe 
- moO COnTeee os tad 
pe — 4 Pomnee 7 >. L i a 
a L ~ 3 in 
ae. —— 
nes -—. - ae 
Bin 2 » pres 
ght . aia 
Ee aes ia 
a: = 7 Beir 
Za S a 
res ee _ =~ : ss 
“hak ie e ai 
a Bs, — . 
eat ier sl 
igre yes 
+. . ve 
aD . 
a 
ee e 
, Aceh a 
he ee ° ce 
d ige saa 
i agent aaa 
EA 4 . ol adh 
paps ecm : \ i 
Mee See eer a” ei 2 ee sake at p i ere : —* ? yg 
. Dae ne ae ee ee ee i ape : ie irs = Sapa a es . re 2. 
me Wie © ie Be -gt eo ey ee, Sere Oe nee ae iin aia ee Da See sek : : “ nee : ; - b ae : 
ee Yel: ww ; eae as ae Ses ae ee ce ae fe 6 ie ee ee ee ers he . NS Ey ee Hie ae Mo waced 2) aie “ . 2 3 - ne 
ey siete ‘ bac Ree ee mee” eles moe ee Teg ne Ml ee eo acl ee She eae ~ ae Beary: Ete, ee oh se oe ee Steal wenialt | So . - 7 Petr re) A : ‘ —— : Rea 
cee Soames $2 me sh Seale so IY es ae Bi) NG aaa Site ere s a r 2 eer Bi Pes lee ST eaten lice ha ene Des sa ce Bes ta eg a ae r i 
feet eens arene rumen 6 90 Sa a Si, ais SS ad Ree 0. ee ee red -o=: Same et eget Wirt bogs ee A: Ye cee le eee Se eg Se ca ney eg S| eee a z 
Eee Oe ; A ar 3 oma es Aceon ee Ree 3 Me eae. Cages ee ican ’* gana. an aes ee eg ee Sa a Pte , ee ee eee es ee 
Si hia set oe iS hie weet A, lac ete Sic Ween | ae 2A AR re eae Ie 3c. Seema foe pigle: eee 3 Te eee hae Lee seen lat pass ee eRe emes eos ee ae li Bi ie 
By + ‘ae aaa eo ae eee : ell Spl alee Pe ee ee Rect Ee Soar, Caner Bo) pat 1 sae ata oS Elaine aie i re i= ie onl nl ee : at i Bi inane Fe ak ng aaa 
a ras ae ‘ a. 1) ee et ae SS ae Rese fae oe ae aes oar ge a i RS een Few ee tale i ee oe or Spey. Se Poe nok 
a” 1) = i pe Re Sane “a eee CEES Seat eee ee Tee We ee ares. e Pe thea neve cid Fate cane ” ee 
Si ‘5 ii < eet As Ree eee a thy a ee ties io is me En oS elas = ety een eg " 
‘i>, aE oN ae Se : ee ee a ag ye oe re ees es - Hic mate Raves os 7 
Wie: sta SD Pea: - ee ; wis i iia A tin beg 


Advertising Age, December 30, 1957 

Ideal Names Danziger-Wallach 
Ideal Toy Corp., New York, has 
appointed Danziger-Wallach, New 
York, to handle trade advertising 
and sales promotion for Ideal Ware 
Inc., the company’s new plastic 


November Sales of Chain Stores 


% Gain 11 Months 
or Loss 1957 1956 


--» $ 42,219,114 $ 38,146,338 +10.7 $ 314,271,103 $ 276,500,884 +13.7 
‘ 135,397,382 121,617,747 +11.0 1,530,702,055 1,364,140,407 +1 

59,957,989 49,978,857 +20.0 620,035,312 566,402,806 
162,878,103 157,035,258 + 3.7 1,948,075,603 1,828,535,327 
400,451,588 $ 366,778, + 9.2 $ 4,413,084,073 $ 4,035,579,424 


Advertiser Service Bows 

Advertiser Service Associates, 
designed to render marketing serv- 
ices to advertising agencies and 
their clients in 11 western states, 
¢\has been formed in Hollywood. 
5| Herbert K. Landon, formerly with 
Kenyon & Eckhardt, is general 
manager. The company will have 
its offices at 1487 N. Vine St. It 
will handle advertising functions 
for agencies which do not have 
branch offices in this area. In addi- 
tion to tv and radio program cov- 
erage it will handle publicity cam- 
paigns, sales promotion, store 
checks, point of purchase surveys, 
media research, new product tests, 
tie-ins, parties, sales meetings and 
all related advertising services. 


Brewer to Sponsor TV Film | 
G. Heileman Brewing Co., La) 8 
Crosse, Wis., brewer of Old Style | ee 
Lager beer, will sponsor the new | Food Chains 
tv series, “Sea Hunt,” in nine mid- | ‘Grand Union 
western markets. The series will 
housewares and table wares divi-|be seen in Chicago and Rockford, 
sion. The bulk of the advertising | Ill.; La Crosse, Milwaukee, Madi- 
will be placed by Celanese Corp. of |son, Green Bay, Wausau, and Eau 
America, which makes Fortiflex,| Claire, Wis.; and in Waterloo-Ce- 
the plastic used by Idealware. dar Rapids, Ia. The series will bow | 
during the first week in February. | 
Compton Advertising, Chicago, is 
the agency. 


% Gain 


1956 or Loss 


2. 

+ 9. 

+ 6. 

Group Total .. + 94 
Mail Order 

3,117,435,753 

107,745,470 


866,399,384 
$ 4,091,580,607 


3,013,889,522 
109,354,268 
854,314,078 

$ 3,977,557,868 


“Montgomery Ward 
Group Total .. § 


5,727,128 
20,986,113 
26,713,241 


59,416,567 
213,812,015 
273,228,582 


54,520,235 
190,074,033 


Sibbert Elected President 244,594,268 


Raymond W. Sibbert, a director 
of Gooderham & Worts Ltd., De- 
troit subsidiary of Hiram Walker- 
Gooderham & Worts Ltd., has been 
elected president of G&W. Mr. | 
Sibbert has been with Gooderham 
& Worts 23 years, serving succes- 
sively as salesman, district sales 
manager, assistant general sales 


Group Total .. $ 


Variety and Miscellaneous 
‘American Stores 64,703,182 
*Bond Stores .. 8,775,803 
Putler Bros. . 12,251,460 
Edison Bros. .. 8,236,506 
Gamble-Skogme Inc. 8,615,637 
W. T. Grant ... 40,822,861 
4Grayson-Robinson 


g 


531,867,297 
29,728,729 
126,839,230 
87,440,146 
99,514,348 
331,662,759 


491,769,218 
31,285,617 
116,000,058 
79,463,180 
91,867,125 
309,232,253 
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Finn to Cargill & Wilson 

Ray E. Finn has joined Cargill 
& Wilson, Richmond, Va., as an 
account executive. Mr. Finn for- 
merly was advertising and sales 
promotion manager of Hotpoint 
Appliance Sales Co. in Virginia. 


3,780,895 

10,075,281 

“Interstate Dept. Stores 6,869,890 
G. R. Kinney Co. 5,413,000 
Kresge, S. S. ... 34,718,516 
Kress, S. H. ... 13,013,978 
Lane Bryant, Inc. 6,299,364 
| “Lerner Stores .. 16,088,342 
“Mangle Stores. . 4,051,084 
McCrory 9,406,196 
McLellan Stores . 4,949,811 
Melville Shoes 8,640,297 
"Mercantile Stores 15,314,000 
‘Miller-Woh! Co. 3,458,006 
Murphy, G. C. .. 18,326,901 
Weisner Bros. 5,926,418 
Newberry, J. J. 18,274,361 
Penney, J. C. .. 130,829,574 
| Rose’s Stores .. 2,448,643 
| *Sterchi Bros. Stores 1,577,930 
Western Auto .. 15,351,000 
White Stores ... 3,157,364 
Woolworth, F. W. 73,388,917 ‘ 
Group Total .. 554,764,217 $ 550, 


14,314,119 
86,087,909 
52,527,200 
51,577,000 
312,117,663 
129,472,726 
64,081,127 
141,421,037 
30,730,446 
92,384,455 
49,058,566 
103,515,683 
118,595,000 
13,308,757 
172,502,560 
57,548,401 
175,221,504 
1,109,905,050 
24,145,761 
13.742,364 
197,531,000 
32.211,219 
683,792,850 


13,736,823 
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manager and finally vp and gen- 
eral sales manager. He has been 
a director since 1944. 
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See page 54 
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56,798,054 
167,227,451 
1,092,.398,893 
22,259,390 
13.991,453 
191,173,000 
28,693,063 
666,275,530 
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See, see, see page 7 


Combined Total $1,452,986,686 $1,429,656,535 


© 10 month period. * Four weeks and 48 weeks. 
* Nine month period. ‘ Four weeks and 24 weeks. 
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$13,710,738,168 $13,008,755,242 
weeks and 39 weeks. ¢ Four month 
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‘Electrical Merch’ 
‘Sees 5% Gain in ‘58 
for Appliance Field 


New York, Dec. 24—Although 
electric appliance sales fell off 
about 6.5% in 1957, the industry 
expects a 5% rise in 1958. 

For the appliance-radio-televi- 
sion industry as a whole, 1957 was 
the third best year in history. To- 
tal dollar volume for the industry 
is estimated by Electrical Merchan- 
dising at $7.8 billion, down 6.5% 
from the record 1956 total of $18.4 
billion. 

Looking at the 1958 picture, the 
magazine reports that manufac- 
turers expect a 5% sales rise, to 
$8.3 billion, in the coming year. 
Sales of air conditioners, it says, 
will be up 9.25%; clothes dryers 
up 14.61%; standard mixers up 
19.64%; refrigerators up 4.10% 
and automatic washers up 6.38%. 

The greatest dollar volume in 
57, the magazine says, “was pro- 
vided by four segments of the in- 
dustry. The radio-tv business (ex- 
clusive of car radios) led the field, 
with 16,300,000 units sold for a 
cash volume of $1.5 billion. The 
combined refrigerator-freezer in- 
dustry was second, with 4,275,000 


best for our 


That's why we had 

two technicians accompany 
our new Klimsch color 
process camera all the way 
from Frankfort, Germany 


photoengravers 


are shar 
the farthest corners too. 


These technicians revealed the marvelous 
accomplishments of this astounding instrument to our 
craftsmen and proved to us its capability of 

shooting the best color negatives in the world. 


To you this means process reproductions that 
r than you have ever seen before—and out to 


Photo-composition of innumerable color subjects to 
layout position is simplified and is register perfect. 
This saves you time and money. 


Such engravings proofed on our modern four color 
wet presses are without doubt Utopia for the 
national advertising production buyer. 


Hutchings & Melville, Inc. 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 


units sold for a cash volume of 
$1.4 billion. Close on its heels was 
the home laundry field, with 5,- 
409,000 units of $1.3 billion. Last of 
the big four was electric house- 
wares (including fans), which ac- 
counted for a volume of $1 billion. 
(All figures except radio-tv cover 
factory sales at recommended list 
prices; radio-tv figures are based 


on factory production.)” 


® Looking at the postwar era, | 


great strides the industry has tak- 
en in the past decade. Since 1946, 
it says, there have been produced | 
and sold 55,000,000 units of home 


frigerators; 9,000,000 freezers; 16,- 
000,000 ranges; 10,000,000 water 
heaters; 8,000,000 room air condi- 
tioners; 2,500,000 dishwashers; 4,- 
000,000 disposers; 37,000,000 vac- 
uum cleaners; 60,000,000 tv sets, 
and 117,000,000 radios, excluding 
auto radios. 

This makes a grand total of 365,- 
000,000 major appliance-radio-tv 
units, the magazine says. Using 
40,000,000 wired homes as an av- 
erage for the period, this breaks 
down to nine units per customer. 

It is estimated that in ten years 
50,000,000 major appliances and tv 
units will be sold per year, as com- 
pared to the 34,000,000 units sold 
in 1957. 

“Even with these high sales,” 
the magazine says, “the field is far 
from saturated. Among major ap- 
pliances, 90.4% of wired homes 
are without air conditioners; 86.3% 
without clothes dryers; 808% 
without freezers; 91.2% without 
ironers, and 14% without tv. 

“On the other hand, there are 
only 2.7% without refrigerators, 
3.2% without radios, 11.5% without 
electric washers and 10.5% with- 
out irons.” = 


Korvette Sues Longines 

A $600,000 anti-trust damage 
suit has been filed in federal court 
in New York by E. J. Korvette Inc. 
against Longines-Wittnauer Watch 
Co. Korvette charges the defendant 
with discriminating in prices, dis- 
counts and favors to competitors 
which were not given Korvette, 
and seeks an injunction restrain- 
ing Longines from continuing the 


Electrical Merchandising notes sh 


laundry equipment; 47,000,000 re-| | 


practices. 
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Let Program PM make a sound 
difference in your sales. Call your 
PGW “Colonel,” or the Sales 
Manager of WBZ+ WBZA, Boston 
.«. KDKA, Pittsburgh ... KYW, 
Cleveland ... WOWO, Fort 
Wayne ... KEX, Portland 


WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 
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The Builetin goes home...delivers more copies to more families 


every seven days in Greater Philadelphia than any other newspaper 


Buying decisions are largely family decisions in Greater 
Philadelphia. They are made in the home with the help of the 
advertising in Philadelphia’s home newspaper—The Evening and 
Sunday Bulletin. And many advertisers in this responsive market 
are taking advantage of the added impact and realism of R.O.P. 
spot and full COLOR—available in The Bulletin—evening and 
Sunday—seven days a week! 


The Bulletin exerts a powerful influence on the buying habits 
of its readers. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Builetin 
is Philadelphia’s home newspaper. 

Advertising Offices: Philadelphia, 30th and Market Streets * New York, 


342 Madison Ave. * Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Co., Detroit * Atlanta * Los Angeles * San Francisco * Seattle 


In Philadelphia nearly everybody reads The Bulletin 
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Cities Service Issues New 
Business Library Catalog 

Cities Service Co., New York, 
has expanded its “Business Li- 
brary Catalog” because of a 100% 
increase in demand among small 
business men for the latest infor- 
mation on management practices. 
The new catalog, which will be is- 
sued Jan. 2, is restyled for easier 
reading and use. Last year, the 
company processed more than 
210,000 requests for management 
information. 


Olszyk Named Ad Manager 
of Kellogg Switchboard 

Louis Olszyk has been named ad- 
vertising and public relations man- 
ager of Kellogg Switchboard & 
Supply Co., Chicago, a division of 
International Telephone & Tele- 
graph Go. He will also direct IT&T’s 
public relations activities in the 
midwestern states. Mr. Olszyk was 
formerly director of public rela- 
tions of Curtiss Candy Co., Chica- 
go. 


| Coca-Cola 
is 
buying 


: 


Conventions 


Jan. 3, 1952. American Marketing Assn., 
Toronto chapter, annual Marketing for 
Management Seminar, Hart House, Uni- 
versity of Toronto. 

Jan. 14, 1958. Advertising and Sales 
Club of Toronto, 12th annual Sales Man- 
agement Conference, Royal York Hotel, 
Toronto. 

Jan. 17-18, 1958. Midwestern Advertis- 
ing Agency Network, Bismark Hotel, 
Chicago. 

Jan. 17-19, 
the West, midwinter conference, 
del Coronado, San Diego. 

Jan. 20-22, 1958. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 

Feb. 19-21, 1958. Continental Advertis- 
ing Agency Network, annual convention, 
Hotel Warwick, Philadelphia. 

Feb. 21-22, 1958. Northwest Daily Press 
Assn., 39th annual meeting, Hotel Radis- 
son, Minneapolis. 

Feb. 23-25. 1958. Inland Daily Press 
Assn., winter meeting, Drake Hotel, Chi- 
cago. 

March 3-4, 1958. New England Newspa- 
per Advertising Executives Assn., winter 
meeting, University Club, Boston. 

March 9-16, 1958. Assn. of Railroad Ad- 
vertising Managers, Mayflower Hotel, 
Washington, D. C. 

March 27, 1958. A 
Publications, annual eastern conference, 
Hotel Roosevelt, New York. 

April 16-17, 1958. Point-of-Purchase 
Advertising Institute, Hotel Sheraton- 
Astor, New York. 

April 17, 1958. University of Michigan, 
5th annual advertising conference spon- 
sored by the departments of journalism 
and art and the school of business ad- 
ministration, in Ann Arbor. 

April 22-24, 1958. American Newspaper 
Publishers Assn., annual meeting, Wal- 
dorf-Astoria, New York. 

April 24-26, 1958. Advertising Federa- 
tion of America, 4th District, The Florid- 
ian, Tampa. 

April 24-26, 1958. American Assn. of 
Advertising Agencies, annual meeting, 
The Greenbrier, White Sulphur Springs, 
Ww. Va. 


1958. Advertising Assn. of 
Hotel 


foted Prue 


April 27-May 1. National Assn. of 
Broadcasters, Biltmore and Statler Ho- 
tels, Los Angeles. | 


April 30-May 2, 1958. Sales Promotion 
Executives Assn., first national conven- 
tion, Hotel Roosevelt, New York. 


meine 


the 
sound 
difference 
in 
nighttime 
radio 


Let Program PM make a sound 
difference in your sales. Call your 
PGW “Colonel,” or the Sales 
Manager of W8Z+W8BZA, Boston 
«+. KDKA, Pittsburgh ... KYW, 
Cleveland ... WOWO, Fort 
Wayne . . . KEX, Portland 


WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 


May 4-7, 1958. National Newspaper 
Promotion Assn., national convention, 
Penn-Sheraton Hotel, Pittsburgh. 

May 5-7, 1958. Assn. of Canadian Ad- 


vertisers, annual meeting, Royal York 
Hotel, Toronto. 
May 25-28, 1958. Associated Business 


Publications, spring conference, The 
Homestead, Hot Springs, Va. 

May 25-29, 1958. National Business Pub- 
lications, annual spring meeting, Grove 
Park Inn, Asheville, N. C. 

June 3-6, 1958. National Industrial Ad- 
vertisers Assn., annual convention, Chase- 
Park Plaza Hotel, St. Louis. 

June 8-11, 1958. Advertising Federation 
of America, 54th annual convention, Hil- 
ton-Statler Hotel, Dallas. 

June 9-11, 1958. Assn. of National Ad- 
vertisers, spring meeting, Drake Hotel, 
Chicago. 

June 22-26, 1958. Advertising Assn. of 
, 55th annual convention, Van- 
couver, B. C. 

June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard School 
of Business Administration, Boston. 

June 29-July 2, 1958. Newspaper Adver- 
tising Executives Assn., summer meet- 
ing, The Broadmoor, Colorado Springs, 
Colo. 

Aug. 13-14, 1958. 3rd Annual Circula- 
tion Seminar for Business Publications, 
Edgewater Beach Hotel, Chicago. 

Sept. 10-12, 1958. Direct Mail Advertis- 
ing Assn., 4lst annual convention, Chase- 
Park Plaza, St. Louis. 

Oct. 5-9, 1958. Outdoor Advertising 
Assn. of America, Hotel Sherman, Chi- 
cago. 

Oct. 20-21, 1958. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Assn. 

Oct. 20-21, 
Distribution, 

Oct. 23-24, 
lations, 44th 
tel, Chicago. 


1958. Boston Conference on 
Hotel Statler, Boston. 

1958. Audit Bureau of Circu- 
annual meeting, Drake Ho- 


‘Lite’ Shortens Closing Date 

A fast-closing of seven days be- 
fore on-sale date, for bew and 
two-color pages will go into effect 
with the Jan. 6, 1958, issue of Life. 
| This service will be available to a 
limited number of advertisers at a 
10% premium, according to Clay 
Buckout, advertising director. 


_OAI Names Stephenson 

Harold F. Stephenson, formerly 
vp and treasurer of Torsion Bal- 
ance Co.; Clifton, N. J., has been 
named secretary-treasurer oi Out- 


| 


door Advertising Inc., New York. 
He succeeds Charles T. Ritter, who 


SAVES AD MONEY—Reader Joe Han- 
son thinks this Tailored Woman 
ad in the New York Times de- 
serves a spot in the “Advertising 
We Can Do Without” gallery be- 
cause of the copy which explains 
how it manages low prices “by 


advertising.” 


eliminating associations and costly | 


Advertising Age, December 30, 1957 


_ Advertising We Can Do Without... No. 34 | 


Chinchitia... 
not only for the precious few 
but for the fashionable many 


Our statement in last Sunday's “Times” created 
8 great deal of interest. Many wanted to know 
how we could sell beautiful chinchilla et such 
low prices. We've never understood why « 
small piece of top quality chinchilla should 
cost $3,000 or $4,000! Our policy is to get to 
the source or as near as possible. By eliminat- 
ing associations and costly advertising .. yet 
giving the representstives of the ranchers @ 
fair price for their pelts, we save money—our 
savings we pass on to Tailored Woman patrons. 
We dare’ anyone to better this. quality or 


better this price 897” 
fourth floor fur selon 
plus 10% fed. tex country of origin: U.S.A 


eR Se ee ee 
EUGENE K. DENTON, Pres. Sth AVE. at 57th ST. 


Be Ambivert, Roth 


Book Tells Salesman 


New York, Dec. 24—The brassy, 
wise-cracking sales personality of 
song and story isn’t the best per- 
sonality for a successful salesman, 
Sales Consultant Charles B. Roth 
explains in his new book on mod- 
ern selling techniques. 

Instead, Mr. Roth envisages what 
he calls the ambivert, the man who 
combines the inturned brooding of | 
the introvert with the outgoing 
company-seeking disposition of the 
extrovert, as the ideal for a suc- 
cessful sales career. 


® Personality is just a small aspect 
of the subject Mr. Roth covers in 
“Questions & Answers on Modern 
Selling Techniques.” 

Emphasizing the point that ulti- 
mately the great salesmen are those 
who taught themselves, Mr. Roth’s 
book is designed so that the ambi- 
tious salesman can school himself 
by using the book as a kind of 
catechism to improve his sales 
techniques. 


® Each chapter gives thorough 
coverage to some aspect of selling. 
These include finding the new 
prospect, getting in to see him, 
forestalling resistance, getting the 
order, handling competition and 
licking price, living and working 
with other salesmen, building pres- 
tige and reputation, etc. 

Prentice-Hall Inc. is the pub- 


lisher. The book is priced at 
$4.95. # 
Fairchild Boosts Davis 


Lou Davis, formerly assistant to 
the vp of the Fairchild engine di- 
vision, has been named assistant 
to the president of Fairchild Engine 
& Airplane Corp., Hagerstown, Md. 
He succeeds William G. Key, who 
has resigned to become administra- 
tive assistant to Vice-President 
Richard Nixon. Mr. Davis, who was 
also manager of advertising and 


division, will now have responsi- 
bility for the corporation’s adver- 


has retired after 27 years with OAI. 


public relations with the engine 


tising and pr. Succeeding Mr. Davis 
is Fred Hawkins, formerly his as- 


Nokes Named Exec Vp 

Thomas J. Nokes Jr., formerly 
manager of the New York office 
of Foster & Kleiser Co., a division 
of W. R. Grace & Co., has been 
named exec vp in charge of sales 
of O’Mealia Outdoor Advertising 
Corp., Jersey City, N.J., effective 
Jan, 1. He will also become a mem- 
ber of the corporation’s board of 
directors. 


McCarney Named PR Aide 

Keasbey & Mattison Co., Ambler, 
Pa., asbestos, magnesia and as- 
phalt products manufacturer, has 
appointed William D. McCarney to 
handle its public relations and 
publicity as a member of its ad- 
vertising department. Mr. McCar- 
ney was formerly with Chilton Co. 


Utility Appliance to Sell 

All Products Under One Name 
Utility Appliance Corp., Beverly 
Hills, Cal., which sells lines of gas 
ranges, water heaters, heating and 
air conditioning and ventilating 
equipment under six different 
trade names, will market and ad- 
vertise all of its products under 
one name—Gaffers & Sattler—ef- 
fective Jan. 12. 

Utility has budgeted $650,000 for 
advertising in 1958, and will begin 
the campaign March 1. In the ini- 
tial stage of the push, which will 
play up the new name, about 75% 
of the budget will go into spot tv, 
with the remainder into co-op ad- 
vertising and literature. Robinson, 
Jensen, Fenwick & Haynes, Los 
Angeles, is the agency. 


Ford Appoints Two in Sales 

L. A. Iacocca has been named to 
succeed Chase Morsey Jr. as new 
car marketing manager of the Ford 
division of Ford Motor Co., Dear- 
born, Mich. Wilbur Chase Jr. will 
become truck marketing manager, 
succeeding Mr. Iacocca. Mr. Mor- 
sey was recently appointed Detroit 
district sales manager of the divi- 
sion. Mr. Chase has been Kansas 
City, Mo., district division sales 
manager. 
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MARKET 
OF 


NEW 
ENGLAND 


Power: 


OVER $500 
MILLION 

ONE ORDER— 
ONE BILL! ONE 
BUY delivers 

6 Vermont 
Newspopers 
Address: 
Rm 516, Statler 
Office Bidg., Boston 
16, Mass. 


Boston 16, Mass. 
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Tobacco-Cancer Tie 
Hit as ‘Unscientific’ 
by ‘Argosy’ Writer 


New York, Dec. 24—'‘Nobody 
has discovered any substance in 
tobacco known to cause cancer in 
humans. 

x “Charges that cigaret smoking 
i is harmful are far more sensation- 
‘. al than scientific.” 

:. These and similar statements are 


Advertising Age, December 30, 1957 


Offers New Discount Rate 

The Pittsburgh Post-Gazette has 
announced a 2% cash discount on 
general and automotive advertising 
as part of its new rate schedule 
which goes into effect Feb. 1, 1958. 
Volume contract discounts, in ef- 
fect for several years, have been 
increased and a new frequency dis- 
count has been added. Voiume 
space discounts are continued and 
have been increased from 4.3% to 
21% for maximum volume. In ad- 
dition, a new schedule of rates for 


consistent use of specified space 
units of advertising has been added | 
offering discounts ranging from 
16% to 23%. Frequency units are 
500, 1,000, 1,500 lines and the 2,- 
408 line full page for the traditional 
13, 16, 39 and 52 time insertions. 


Heintz Names Carr Liggett 


James C. Heintz Co., Cleveland | p. 


ment, has named Carr Liggett Ad- 


do for you. Write for 
..new free handbook, 


vertising, Cleveland, to handle its “Industrial Distributors” 


If you seil through Industrial Distributors, 
they’re looking for you right now in... 


$. And if you don't, 
maker of tire retreading equip-| ‘id, out what they can 


Industrial: Distribution 


A McGraw-Hill Publication ABC-ABP) New York 36 


made in the January issue of Ar- 


advertising. 


gosy by Eric Northrup, feature 
editor of Scope Weekly, a medical 
newspaper, and author of the re-| 
cent book, “Science Looks at 
Smoking” (AA, July 22). 
¥ Specifically examining the the- 
ory that smoking causes lung can- 
cer, Mr. Northrup, in his article, 
“Why Shouldn’t You Smoke,” says 
evidence to this effect has been 
shown to be misleading and con-| 
tradictory by many controlled and 
documented research experiments. | 
He notes that considerable pub- | 
licity has been given to a report | 


they painted tobacco extracts on 
the backs of mice, some of which \ 
later developed skin cancers. He |} é 
points out that the mice were un-|§ 
usually susceptible to cancer and| § 


that scientifically, the results could || 


not be applied to human beings. | 
| 


# 


= “The researchers were unable 
to duplicate their results in later 
experiments,” Mr. Northrup says, | 
and he declares, “no one else has | 
i reported similar results.” 
ee The Northrup article describes | 
the extensive research of Dr. Har-| 

ry S. N. Greene, chief pathologist | 


a at the Yale University school of |@ 


medicine, who saturated living, | 
embryonic lung tissue with a var-| 
iety of tobacco derivatives for ten | 
years without inducing a single 
cancer. 

Statistical surveys claiming to| 
show a link between smoking and | 
lung cancer are also discussed by 
Mr. Northrup. His findings ques-| 
tion the adequacy of such surveys, 
which, he says, are based upon 
selected samples and limited ques- 
tionnaires. + 


‘Look’ Names Three in 
Promotion, Boosts Deland 

Look, New York, has made three 
appointments to new positions in| 
its promotion department. Melville | 
Grayson, formerly a Look promo-| 
tion copywriter, has been named 
manager of print promotion. Frank 
Pomerantz, formerly with Mc- 
Cann-Erickson, has been appoint- 
ed manager of advertising sales| 
development. Ed Liman, previous-| 
ly production manager in the pro- | 
motion department, has been ad- | 
vanced to manager of administra- 
tive services. 

Doris Doland, Look public rela- 
tions manager for the past seven 
years, has been named director of 
pr and assistant to the publisher of 
the magazine. 


Montana Beet Council 
Approves ‘58 Ad Program 

The Montana Beef Council, Hel- 
ena, has adopted media plans and 
a campaign theme for its 1958 ad- 
vertising program. Farm publica- 
tions in the Midwest, Rocky Moun- 
tain area and the Pacific Coast will 
be the chief media used, and ads 
will be scheduled in July, August 
and September, when feed lot op- 
erators are planning their pur-| 
chases of range cattle. 

The campaign theme will be the 
superior quality and health of 
Montana range cattle. Ostrander 
Advertising is the council’s agency. 


Foord Named Ad Manager 

A. E. Foord has been named 
advertising manager of Rothmans 
of Pall Mall Canada Ltd., Toron- 
to. Mr. Foord was previously ad- 
vertising manager of Thomas J. 
Lipton Ltd., Toronto. 


t 


....bonus of any International Magazine in Latin America 


Now second in newsstand sales of all international magazines in Latin 
America, the October Ist issue of O Cruzeiro International delivered 
a bonus of 68,795 copies! 


Beginning in December, the printing run of this bi-monthly, Span- 
ish-language magazine will exceed 300,000. O Cruzeiro International 
has enjoyed a spectacular growth—up 87% in six months. Here is 
Latin America’s greatest publishing success! 


. 


BY AND FOR LATIN AMERICANS 


U.S. REPRESENTATIVE: ROBERT T. KENYON CO..527 MADISON AVE 


CRUZEIRO 


INTERNATIONAL 


EXTRA: Advertisers can pay their account in Brazilian currency 
which allows a saving of 26%, because of the favorable exchange 
rate. This, plus O Cruzeiro International’s exceptional circulation 
bonus, reduces the actual cost per thousand to less than $3.05! 
Guaranteed circulation: 200,000 
Basic B&W (10” x 13”) page: Cr $66.000. Four-color: Cr $112.200° 
*The average rate of exchange (October 1957) has been Cr $81.3 to the U. S. $ 
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Parade 


is part of the 


local newspaper in more mar- 


kets and in more excluSive > 


markets than the other two 


leading syndicated Sunday 


magazines combined. That’s 


why more than three in every 


four advertisers using two or 


more of the “Big Three” start 


The Sunday Picture Magazine 


The big fight over 
Social Security 


Also How got to annoy « park 
ranger Goil-with your foot’ 


with 


Parade 


A salute w the Air Force 


ERNEST HEMINGWAY At 58 he's Hollywood s favorite author « « 


Parade...The Sunday magazine 
section of 59 fine newspapers 
covering some 2800 markets...with 
16 million readers every week. 
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Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Only 10% of Ads Rouse Interest . . . 


THE NATIONAL NEWSPAPER OF MARKETING _ 


Chain Stores Brush Off Ad Programs 
in Deciding What Items to Handle, Study Shows 


By William C. Nigut 
William C. Nigut Co., Chicago 


At the outset, let me assure the doubtful 
or the few remaining’ non-believers that 
there really are such things as buying 
committees. 

I know because I saw 496 of your prod- 
ucts presented to supermarket and chain 
store buying committees for their consid- 
eration. 

I listened as your products were dis- 
cussed in detail, were carefully evaluated, 
thoughtfully appraised. 

I watched the committees vote to buy 
220 of your 496 products—defer their de- 
cision on 61, disapprove of 215. 


® This is simply a factual report on what 
I saw and heard at 12 buying committee 
meetings. The 12 companies I visited are 
a good representative sample—both in 
volume and geographical] location—of the 
supermarket and chain store companies 
which have buying committees. 

Half of them are among the country’s 
leading 20 food chains. Three are among 
the top ten; two are among the top five. 
Of the other six companies, five each have 
an annual volume well in excess of $50,- 
000,000. The smallest company visited has 
a volume of $28,000,000. 

The 12 chains operate in these regions: 
New England, Middle Atlantic, South, 
East North Central, West North Central, 
Southwest, Mountain and Pacific. 


s This is, then, to the best of my knowl- 
edge, the first eye-witness report on how 
and why buying committees make their 
all-important decisions to buy or not to 
buy your products. Perhaps you might like 
to know something about the committees 
themselves, 

They vary in size: the largest has 17 
members; the smallest, only three. The 
median size is seven. 

No two committees are alike in their 
composition. Personnel whom you might 
find on one or more of the committees 
have the following titles or functions: vp 
in charge of sales, merchandising and ad- 
vertising; vp in charge of store operations; 
vp in charge of purchasing; director of 
grocery operations; advertising manager; 
merchandise manager; sales promotion 
manager; sales manager; and the follow- 
ing commodity buyers: grocery, meat, 
produce, frozen foods, health and beauty 
aids, liquor, wine and beverages; house- 
wares and soft goods. 

Strange as it may seem, according to 
both my notes and memory, there is a 
certified public accountant on one of the 
larger committees. 


= It is noteworthy that four of the 12 
committees are blessed with a woman 
buyer as a member. None of these able 
girls attempted to act as a self-appointed 
spokeswoman for her sex, nor did she 


Despite the fact that nearly all food and grocery manufacturers 
use their national advertising as a sales tool to win distribution, such 
advertising is almost wholly ineffectual in performing the task. That 
is the shocking conclusion reached by William C. Nigut after sitting 
in on buying committee meetings of 12 major chains and supermar- 
kets where 496 products were considered for addition to the line. Mr. 
Nigut, marketing counsel and former assistant executive director of 
the Super Market Institute, presented his conclusions at the annual 
meeting of the Grocery Manufacturers of America. 


challenge her fellow male committee 
members when they expressed what they 
believed might be a woman’s point of view 
on-a product. 

Still, I had the strong feeling that in 
some undefinable way these four com- 
mittees benefited from the presence of a 
woman, 

Indicative of the desire of supermarket 
and chain store companies to please the 
customer, so far as their severely limited 
shelf space allows, is the fact that eight 
of the 12 committees have store supervis- 
ors, zone managers or store personnel (the 
latter on a rotating basis) sit as members 
of the committee. i 

The other members of the committee 
rely upon these people from the field to 
keep them advised of the type, brand and 
size products that are requested in the 
stores by customers. 


Reasons for Buying Committees 

A number of reasons have been given 
to explain the creation of buying commit- 
tees. I was curious, however, to learn the 
committee’s thoughts on why some of the 
buyer’s authority has been delegated to a 
committee. 

So I asked them and here are their 
thoughtful and provocative answers: 
1. To remove the buying decision from 
a highly charged emotional atmosphere— 
an atmosphere which at times in the past 
has been disadvantageous to both the 
seller and the buyer. 
2. (Closely related to the above.) To pre- 
vent a buyer’s personal likes or dislikes 
from unduly influencing a buying deci- 
sion. In this respect, the committees be- 
lieve you get a better hearing from a 
committee than from an individual buyer. 
3. To help store and field personnel better 
understand the buying operation at head- 
quarters through their regular or rotating 
participation in committee meetings. 
Some company managements think this is 
extremely important because of the false 
and ridiculous stories about a company’s 
buying policies told by supplier sales 
representatives to store and field person- 
nel. 
4. To capitalize on the collective knowl- 
edge and experience of buyer personnel. 
5. To provide for the orderly continuity of 
the buying operation and the perpetuation 


of a_ well-trained, 
staff. 


experienced buying 


= It seems to me that these answers, par- 
ticularly the latter ones, reflect sound 
principles of good organization and man- 
agement which many of you adhere to— 
and which have stimulated the growth of 
management by committees—in your own 
organization. 

Perhaps the buying committee is just 
another manifestation of the swift matur- 
ing of the retail food industry. 

Many people wonder what the products 
are on which buying committees pass 
judgment. Well, of the 496 products that 
I saw presented, only 40% were what 
might be considered truly new products. 
The other 60% were: 

e Established products never carried by 
a chain. 

e Established products once carried, dis- 
continued and now reconsidered. 


e Established products available in a 
special deal or promotion. 

e Established products in new sizes; for 
example, cereal in a giant package. 

e Established products in a new contain- 
er: a canned juice available in a glass 
server. 

e Established products in a new form: 
colored soap, colored toilet tissue. 


s You are familiar with the critical—and 
oftentimes amusing—speculation about 
how your products are presented to the 
buying committee. 

For example, in one recent virulent at- 
tack, the writer described how food chains 
are erecting “a Chinese buying wall” 
around the “mysterious, shadowy, star 
chamber” buying committee. 

Of course, there really isn’t anything 
mysterious about how your products are 
considered; the procedure is virtually the 
same in all committees. Samples of your 
products are passed among committee 
members, along with such basic informa- 
tion as its cost, selling price, per cent prof- 
it, advertising or promotional allowance, 
deal terms, how packed, competition han- 
dling it and in what volume, comparable 
products—if any—presently handled by 
the chain, their cost, selling price, per 
cent profit and case movement, and spe- 
cial features of your product. 


Only five of the 12 chains I visited ob- 
tained this information on product infor- 
mation forms, and only for new products, 
so the loud protests about the inability of 
your salesmen to reach committee mem- 
bers only by the “written word on a chain- 
supplied form” are not based wholly on 
fact. 


How Committees Buy 

One manufacturer representative, for 
example, detained in another city, made 
his pitch to the buyer by letter. On the 
strength of that letter, and without any 
product samples, the committee approved 
the item, 

Actually, the product form can be a 
valuable sales aid to your salesmen, for it 
helps them marshal all the pertinent in- 
formation on your product that a com- 
mittee should have in arriving at its de- 
cision. I have seen committees defer ac- 
tion on a product or disapprove of a prod- 
uct only because they did not have all of 
the facts. 

In considering your product, a commit- 
tee taste-tests it—compares its quality, 
color, appetite appeal, consistency, etc., 
side by side with competitive products. It 
also gets reports on its actual use-test, if 
it is an item such as a cake mix, from the 
company home economists, who prepare it 
according to the directions on the package 
to determine its convenience, ease-of-use 
and finished quality. 

A vote is then taken—in a democratic 
process—and if the majority approves, 
your product is bought. 


= There’s nothing mysterious about that. 

On some products, the majority did not 
approve, but, because of the buyer’s ex- 
pressed faith in it, the committee agreed 
to test it in a limited number of stores. 
There seems to be a growing trend among 
committees to let your product prove it- 
self at the point of sale whenever there is 
not a clear majority opinion. 

Some companies have designated a test- 
store group where such product tests are 
regularly conducted; in other companies, 
the buying committees select the stores at 
the time they agree on the test. 

Of the 220 products bought by the com- 
mittees I met with, 29—or 13.2%—were 
bought on such a test basis. 


® Many buyers told me that your repre- 
sentatives think they are making a good 
sales call when they “simply hand me an 
expensive brochure crammed with ad 
schedules and proofs of product ads.” 

This being so, your representatives are 
no less efficient or inadequate in selling 
your product at the buying level than is 
your advertising. 

Here, for example, is how two identical- 
type products—let’s call them “A” and 
“B”—were presented to and considered 
by one committee: 

The buyer did a darn good job in first 
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presenting “A,” a new product of a na- 
tionally known manufacturer, and noted 
that an impressive advertising campaign 
had been scheduled to introduce “A.” The 
buyer then called the committee’s atten- 
tion to “B”...the unadvertised product 
of a lesser known manufacturer which 
has been on the market for some time, but 
never handled by this chain. 

The committee examined and sampled 
“A” and “B,” agreed that each was a good 
product, but believed that “B” was better 
tasting, better wrapped to maintain fresh- 
ness, and its label more firmly affixed so, 
unlike “A,” it would readily lend itself to 
a dump display. 


® Everything else being equal, and since 
it could not see the need for carrying both 
items, the committee bought “B.” 

What about the impressive ad cam- 
paign behind “A”? The committee didn’t 
ignore it; it expressed confidence that 
“A’s” advertising would be just as effec- 
tive in stimulating good sales for “B.” 
Customer interest in this type of product, 
created by “A’s” ads, would be satisfied 
by “B.” 

You may not agree with the committee’s 
decision, but—it seems to me-—you, and 
particularly your advertising agents, must 
give serious consideration to its implica- 
tion and significance. 


Advertising Inconsequential 

In the 12 committee meetings, at which 
496 products were considered, there were 
references to, or questions about, the ad- 
vertising support of only 44 products— 
less than 10%. [Engravers’] proofs of 
your product advertising were shown in 
but four of the 12 meetings—a grand total 
of exactly eight proofs in the four meet- 
ings. 

I mentioned earlier that only five of 
the 12 chains use product information 
forms. Four of these five companies re- 
quest information about your product ad 
plans on their form. The other completely 
ignores the subject. 

By actual count, product advertising 
campaigns were primarily responsible for 
favorable decisions on only 17 products. 


® Here’s another example of where ad- 
vertising, or the presentation of it, did 
not help the sale: 

Within about six weeks, three commit- 
tees considered the same new product of 
a well-known manufacturer. The sales- 
men told two of the buyers that the man- 
ufacturer was going to spend $15,000,000 
on advertising in two months to introduce 
the product. In addition, the company 
was assured by its advertising agency that 
with this kind of a saturation campaign 
the product would have a 15% share of 
the market within three months of its 
introduction. 

The two committees agreed they would 
wait severai months before reconsidering 
the item. 

The third buyer got a completely dif- 
ferent presentation of the item and his 
committee bought it. 


s It is for you... rather than for me... 
to evaluate the effectiveness of your ad- 
vertising. It seems to me, however, that 
buying committee indifference to your 
advertising gives substance to Paul Wil- 
lis’ recent charge that the advertising 
fraternity is “too glib and patronizing to- 
ward the grocery trade.” 

Ironically, buying committees believe 
in the power of advertising to sell mer- 
chandise and they want you to back your 
products with effective advertising dollars 
and programs. 

Increasing the productivity of your ad- 
vertising dollar is one of your greatest 
needs anc challenges today. It also repre- 
sents an important phase of your over-all 
marketing program in which you have an 
unexcelled opportunity to improve your 
batting average with buying committees. 

Let’s look quickly now at the commit- 
tees’ reaction to some of your other prod- 
uct promotional] programs. 

First: deals. 


Almost one out of every four products 
considered by the committees was ac- 
companied with a deal of one kind or an- 
other—116, or 23.4%, of the 496 items 
were deal items. Of these 116, 68 (58.6%) 
were accepted by the committee. These 
deal products were almost a third of the 
total items approved. 

Only 16 products were bought simply 
for the deal, so—obviously—there were 
good reasons other than the deals alone 
which influenced the committees’ deci- 
sions. 

The committees rejected any deal 
which, in their opinion, did not represent 
a good consumer value. They also rejected 
deals on products on which they were 
already carrying adequate warehouse 
stocks, 

The committees considered only 23 
items for which coupons were being 
mailed to consumers. They bought eight 
of the 23 couponed products. 

The standard operating procedure on a 
couponed product, if it was one not regu- 
larly carried, was to buy it in a minimum 
quantity and to keep it in the stores only 
during the coupon period. 

If the product was available in several 
sizes, they bought only the small size. If 
it was available in several varieties, they 
bought only the one or two leading sellers. 


What Buying Committees Offer 

I would like to share with you several 
impressions I have of buying committees 
after watching them in action: 

e As the purchasing agents for home- 
makers, buying committees are doing a 
difficult job exceedingly well. 

e In their consideration of a never-end- 
ing horde of new products, buying com- 
mittees demonstrate a remarkably deep 
and abiding concern for you, their sup- 
pliers, and their own organizations. 

It is relatively unimportant, however, 
what either you or I think about buying 
committees. Of the greatest significance 
to you and me is the fact that supermar- 
ket and chain store operators believe that 
buying committees are doing a good job 
to protect the consumer, you (their sup- 
plier) and themselves, and thus are here 
to stay. 


8 This being so, it seems to me that buy- 
ing committees offer you these three un- 
excelled opportunities: 


1. The opportunity to get a hearing for 
a product that is properly conceived, prop- 
erly tested and properly marketed in the 
consumer’s interest. 

2. The opportunity to capitalize on and 
get full value for the trade selling job 
that yeu have done in the last five, ten 
or fifteen years. If you have worked dili- 
gently at creating warm trade relations, 
and if you have a record of good service 
with supermarkets and chain store oper- 
ators, then you have no cause for concern. 
If you have not, your competitor has an 
important advantage. 

3. The last opportunity and challenge that 
buying committees offer you is to mod- 
ernize your sales methods. There are two 
areas in which you may be vulnerable 
and which require your immediate at- 
tention: 

a. The training of your sales personnel. 
Buyers report that your men don't krow 
how to sell—“they beg, coax and whine.” 

b. Your sales planning and techniques. 
If you remember nothing else I have said 
here today, make note of this: All chains 
are not alike—all supermarkets are not 
alike. They differ from one another as 
much as you differ from your competitor. 
Because they are not alike, they cannot 
be sold and are not being sold with the 
same tools and methods. For example, the 
committees are bored with your flip pre- 
sentations and your slide-film presenta- 
tions. They want to be sold as individuals. 

If you are to be successful in the future, 
you must know—or find someone who 
does know—what these differences are 
and how they can be adapted to your own 
good advantage and profit. + 


Advertising Age, December 30, 1957 
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The Creative Man’‘s Corner... 


up as juvenile delinquents. 


hand. Or a criminal. 


“You can usually spot a wrong kid just by the way he looks’ 


‘Sure It's vetair, Dut it’) & fact penpee ‘otiny neige @ youngster By appearence And ance thes we [Obed © 
bay, 1s tough te change thew mmods abgut him, thew attitude temard hen Loum at pou fey Cook ot hom 
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Dress Right - you cant afford not to! 


Sure, and we expected this minion of the law to be saying something about 
coffee and how it keeps you going, But this particular character turns out to 
be an expert, not on coffee, but on clothes. In fact, he combines his policeman’s 
experience with his sartorial knowledge to warn all the nation’s mothers and 
fathers that, unless their offspring “dress right,” they’re likely to be picked 


“Sure it’s unfair,” says the copy, “but it’s a fact: people today judge a 
youngster by appearance. And once they’ve tabbed a boy, it’s tough to change 
their minds about him, their attitude toward him. Look at your boy. Look at 
him through his teachers’ eyes—your neighbors’ eyes. Could the way he looks, 
the clothes he wears, give them the wrong impression? Are you making sure 
he looks right, dresses right, everywhere he goes?” 

Well, now, we think this is a rather extreme way to sell dress clothes—and, 
on top of that, we think it’s addressed to the wrong audience. Parents have 
been complaining about the way their children have dressed for years now— 
all the way from slickers to dungarees and Bermuda shorts, from galoshes to 
loafers. And what has it availed them? Nothing—exactly nothing, Fact is, we 
wore a slicker in our day and nobody mistook us for a fisherman just as no- 
body has mistaken our son (or daughter), poured into dungarees, for a cow- 


Frankly, as a parent we kind of resent the implication of this advertising. 
And, as an advertising man, we kind of think it sounds a note of desperation. 
There must be a sounder approach lying around somewhere. # 


“ees 


Looking at Radio and Television ... 


Ah, But Who Pays the Publicity Piper? 


By the Eye and Ear Man 

With increasing amounts of advertising 
and promotion dollars being expended to 
get attention for television programs, the 
time has come to review this budget item 
and see whether it is worth while. In an 
economy-minded atmosphere it is one 
of the first items to get cut. 

There is no question that advertise- 
ments taken in newspapers and maga- 
zines to promote a television program 
without mention of product constitute 
“advertising advertising.” There is little 
question, further, that they must be 
budgeted as a total cost of the television 
effort and computed in the final cost-per- 
thousand-homes-reached figure. 


There is also no question, if all things 
were equal, that an advertiser feels safer 
with tune-in advertising because it can’t 
hurt and it might help his multi-million 
dollar television program. The degree to 
which it can help determines the size and 
necessity of the expenditure. 


= Publicity and promotion budgets in- 
clud ng tune-in advertising can range 
from $10,000 to $250,000 a year. Para- 
doxically enough, the largest budgets 
are often for one shot spectaculars. 
Most of the budgets are 90% for press 
parties at the beginning of the season 
and the touring of a star to key cities 
and bread and butter entertainment of 
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 *5,838,000-just to talk to me? 


THAT’S RIGHT. Jn 1957 McCall’s enjoyed the biggest year in its history in 


toiletries and drugs advertising—with a solid $1,500,000, or 37%, gain over 1956. 


. (Incidentally, this represents an increase of 43 pages.) 


The magazine of Togetherness, reaching more than 5,200,000 families... (’ J a S 


(All revenue and linage figures Publisher's Estimates) - 
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columnists in order to plant feature 
stories. 

Contrary to the opinion of many wish- 
ful ones, few stories on a program get 
in the paper by accident. Good press 
agentry thinking and pressure go into 
getting a story in any publication. It is 
equally axiomatic that a bad show can 
be helped by good publicity only once; 
it is equally true that people tend to for- 
get a show is on, and press notices of that 
show can raise its rating. In a mass me- 
dium like television a little rating in- 
crease may mean many more sales. 

The crucial period in a television pro- 
gram is always the first show. Most 
homes sample a show early in its life 
and decide the degree to which they will 
watch it again. If the show is terrible, 
there is little that can be done for it. 
But if the show falls into the great mid- 
dle rating class, an occasional publicity 
gimmick can raise it slightly. 


= Naturally one of the most powerful— 
and free—ways to promote a television 
program is through television. Here vast 
numbers of homes can be exposed to a 
promotion of a program merely through 
the cooperation of the local stations. 

The other vital question concerning 
publicity is: who should pay for tune-in 
advertising? Networks have a more or 
less set routine for plugging problem 
shows or a whole evening of entertain- 
ment. The schedule of newspaper in- 
sertions is basically confined to Trendex 
rating cities or problem areas. This shot- 
gun technique is valuable only if the 
show is prominently featured and in good 
company. 


= Some advertisers have suggested that 
advertising agencies pay for publicity, 
but there seems to be little enthusiasm 
for this plan and so far nothing has 
come of it. Advertising agencies, anxious 
to be relieved of even the thought of 
this responsibility, in turn have sug- 
gested that the producers of the films, 
who live or die on their successes, share 
the cost of publicity and tune-in adver- 
tising with the networks, whose entire 
night may rest on the success of one or 
two key programs. 


Salesense in Advertising ... 


In general, however, it is the adver- 
tiser who foots most of the bill for spe- 
cial publicity drives and tune-in adver- 
tising. There are several conclusions 
which seem warranted and which may 
act as guideposts in this expenditure: 

1. Every show should have a publicity 
budget. In general 1 or 2% of the total 
budget should suffice. 

2. Shows with a different cast or acts 
each week need more publicity and pro- 
motion than continuing stories. 

3. The most effective time for sub- 
stantial publicity spending is in the earli- 
est weeks when habit patterns are being 
formed. 

4. When a show is a hopeless flop, the 
publicity budget should be cut because 
no amount of publicity can save it. 

5. When a show is a hit there is little 
publicity can do unless strong competi- 
tion appears against it. 

6. Newspaper advertising is, in some 
people’s minds, a highly questionable ex- 
pense. Sponsors generally feel that 
tune-in ads are the network’s responsi- 
bility. 

7. Mentions of shows in regularly 
scheduled advertising, particularly in 
magazine ads, are usually ineffective and 
tend to clutter the ad. Frequently the 
program time is wrong for many areas, 
anyway. 

8. Continuing promotions and contests 
can perk up interest in a show, but can- 
not make a mediocre show a good show. 

9. Free on-the-air publicity is the 
strongest way of publicizing a show if 
the promotion spot does not appear in a 
lot of other announcements, looking like 
overspotting. 

10. The entire publicity budget must 
be regarded as “advertising advertising” 
and is completely expendable if an emer- 
gency arises requiring budget cuts. 

In summation, publicity is nice, if af- 
fordable, but there is a question whether 
the money might not be better spent 
adding stations or improving the quality 
of a program. It is to the interest of the 
network, station and producer to pro- 
mote programs. It is not a basic respon- 
sibility of the advertiser who buys a 
program in good faith as a carrier for 
his commercials. # 


Agency Job: Admaking, Not Management 


By James D. Woolf 
Advertising Consultant 

An agency speaker at the eastern gab- 
fest of the American Assn. of Advertis- 
ing Agencies in November declared that 
“an account executive today must con- 
form to the pattern of a general manager 
of a business.” He predicts that agencies 
will shortly find themselves striking off 
the word “advertising” from their letter- 
heads entirely. 

Basing my estimate on a wide ac- 
quaintanceship with account executives, 
many of them top men 
at their trade, I would 
say that only a few of 
them conform to the 
pattern of a general 
manager of a business. 

I can think offhand of 

a score or more of 

able account execu- 

tives who know com- 

paratively little about 

company financing, 

accounting, labor relations, personnel 
management, tax problems, manufactur- 
ing processes, and purchasing, to men- 
tion only a few of the complex techno- 
logical, administrative and legal activi- 
ties that have to do with running a 
successful business. 

The notion current in some quarters 
that no advertising man is competent 
unless he is an all-around business ge- 


nius is not realistic. 

The contention that he should be a 
knowledgeable marketing man is some- 
thing else again, but it is nothing new. 
Capable advertising men have always 
had a keen interest in such matters as 
sales potential, machinery of distribu- 
tion, merchandising, marketing research, 
testing of new products, special promo- 
tions, profit calculations, etc. All that is 
new is the fact that today both agencies 
and advertisers have better marketing 
tools and techniques to work with. 

I have not the slightest disagreement 
with any agency that seeks to expand its 
client service into areas of business man- 
agement—provided the cost of such 
added service does not rob Peter to pay 
Paul. Some zgencies known to me have 
stripped their creative admaking depart- 
ments down to the bone in order to “con- 
form to the pattern of a general manager 
of a business.” Z 


# When consumer demand for a given 
product (for example, a brand of cig- 
arets or beer) steadily declines, is in- 
competent “general management” usually 
the major reason for the trouble? Is bad 
factory administration at fault, or poor 
labor relations, or any of the practical 
matters that have to do with running 
an efficient business? Was the agency at 
fault in that it made no important con- 
tributions to the problems of general 


management? 

Not always, but very often, declining 
sales are the reason advertisers fire their 
agencies. And what they hope to get from 
their new agency is an advertising theme 
—plus sound marketing advice—that will 
effectively reverse the downward sales 
trend. The new agency is seldom selected, 
as I see the picture, primarily because 
of its all-around business know-how, es- 
pecially by the bigger advertisers. 

The great demand today is for adver- 
tising ideas, for themes that will effec- 
tively create desire and induce buying 
action. How else can we explain the 
spectacular interest in the works of Dr. 
Dichter and his school of motivation 
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researchers? 

It is my firm conviction that the Num- 
ber One responsibility of the advertising 
agency is admaking. And when I say 
“admaking” I include every activity that 
belongs in the category of “marketing.” 


= If and when I am ever an advertiser, 
I shall look around for an agency that is 
staffed with top-flight creative and mar- 
keting departments. I shall also hire a 
top-flight general manager to run my 
business—and he won’t be an account 
executive. If my general manager needs 
advice, I shall engage the services of a 
competent firm of management consult- 
ants. # 


From an Art Director's Viewpoint . . . 


Everything Comes to Him Who 


By Andy Armstrong 

Art directors spend their lives bent over 
drawing boards. Like witches over caul- 
drons, muttering. Cooking up magic spells. 
Eye of newt, toe of frog. A subhead here, a 
coupon there, a pinch of Bodoni, three 
cups of photography, 
and by the open refrig- 
erator, one kid in cow- 
boy suit, pointing guns 
at Mama. Voila. 

Their colleagues out- 
side the art department 
don’t often mistake art 
directors for witches, 
though. Witches smell a 
little different, for one 
thing. Try cooking 
newts yourself, if you don’t know why. 

But let’s get off the witch kick. It sounds 
better to call an art director a sorcerer’s 
apprentice. His magic starts with his inner 
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eye. It puts order in a pot-pourri of visual 
elements, before they begin to take shape 
on his layout pad. 

Like a sorcerer, he suffers. His second 
step, the pencil work, that expert shovel- 
ling of headings, pictures and text blocks 
into pleasant relationships, can become a 
devilish kind~of torture. Sometimes a 
shovel won’t work and he needs a shoe- 
horn, But always, before the layout, there 


paw 


is that mental sleight-of-hand, that mag- 
ical arranging before the inner eye. 

What are his rewards for recording 
these visions? The money, on the whole, 
in the majority of cases or as a general 
rule, all things being equal, after taxes 
and everything, and taking into account 
the depreciation of the dollar, is, you 
might say—well, let’s say the money is al- 
most fair. As for fame, what’s older than 
last week’s ad? So there must be other 
rewards. The ad below shows one of them. 

Polaroid. The perfectly demonstrable 
product. A lead-pipe cinch for television 
and now, apparently, ideal for print, too. 

Man opens box. Takes out camera. 
Shoots picture. Gets finished print. All in 
three minutes, by the clock. 

That’s all, period. Lay it out just that 
way. No heading to pick a type style for. 
No logotype to find room for down in the 
corner, No text blocks, no tedious count- 
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ing of characters. No picture of the fac- 
tory. No important statement from the 
president of Polaroid to the American peo- 
ple. 

Just a beautiful short, short, short story 
in pictures and time figures, and one sweet 
line of human language across the bottom. 


= You can tell the art director on this one 
from a witch. He smells happy. + 
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The editors of Better Homes & Gardens have an uncanny ability to 
latch onto exciting new ideas and turn them into nation-wide trends. 
That’s because they know what kind of ideas their home-and- 
family loving readers want—often before their readers do. 


Take the Family Room, for instance. A few years ago hardly 
anybody even knew what the term meant. BH&G planted the idea 
in its pages. Other media took it up. Builders and manufacturers 
helped. The exciting result of BH&G’s cultivating of an idea is 
that today the Family Room is practically as standard for 
medium priced new homes as the 2-car garage! 


People get all wrapped up in the ideas they see in Better Homes 
& Gardens. And the more they read their favorite idea magazine, 
’ the more they do and the more they buy. BH&G is a natural for any 
advertiser whose products can help families to live better. There’s 
no other major medium quite like Better Homes & Gardens. 
: Meredith of Des Moines . . . America’s biggest publisher of ideas for 
: today’s living and tomorrow’s plans 


ot America reads BHaG the family idea magazin 


4,350,000 COPIES MONTHLY 


eR a heyy Ne bce ie ied ing MD Eis Say: ae i atari Sf <3 cee ake i ta | oe ae in AF: a Sethe Jay ae FS SS 2 “aes +) “3 i.) Sere ba 8 ES ee re ee ee |. ee * 
i gis Se ARP NG oul any Etienne spl” don MEAS ee: og Raia Te |, eR Sg Yara a ie ee Sy ta’ te he a Ne Beet me be See, Se i oe) ORD, Aa ee ey a Pe A ahs wale es SES, & ie. PE he Sia Ene + et A + if “ie ng ton J 
Pet ak, oo NE SE Ey ee a: ee FS, Raga ae Sent met a, ea gsr ere a HE oe ae eta ea ans gs RS cee I 
if re eater et NN ego Cee lod OE SL ae abani es Hag aaa ee ory ae ae NS icles Some OE age ae Mee wha a oo cs oe ett a oe ich eee < Fee > Sa >? be Dai QM wa ey gram coy ite gS Sen es 
Reeser eter seh) Be Ee ME oie Po cep 3 Le eta aes alee oh Sas a Sa pe BP Oe et a BS ome See Li ie ad bie Oe, : on sich a tes ped i Ne SMR ee Pe RE sim ee Gn, ree ee 
Dae ee ee ap ee ee a ee SS NM a Serenity aaa ee eae ee ee haan oy > Te ‘ TO ies RECORD I Siege =. ec at ee eee a es ee ee PRCA te dope 6 leant: go) Rey 
Bee ye ie icing ent NM ot here ee eh Sr aE BRE A a aie Sk a me eet ee ae fe SR aa eee ae ieee oe silt a8 gtr. th c= en iss 8 
ie ois - . a Ena en tase i ta 4 rag eae a a I ote ee ae s ONE, role ees ete MG ne ean are LS Bog remmaeee ie = Sua Tat ees Biss ici, 
ia . s wi 
: ~ 5 
- , ae 
ual > 
os . = « 
" i 
“a 
} > 
J | 
| * | 
: Seen i entneinta cieadl 
; | 
: i tied / 4 a me L., eee ele 6 EN vee A om Wee: fey 8 
. Sy elem : Sa ecky =) og melee a res store WEA S oats er 7 Ss caer E ; oth ae ; si : ae 
} haem b eae i ee NE crak err pi hee ee ier tS ee ee Oe 2, eer 8 By et 
ey F i tt oi 4 ER i 3): a ke ee oe es << on ee mey ety toe ee Re 2k Te ta Sh REC ee “ RAS « Bi ie 
és pire ea, glare = im) ee ee ee ei." ieee MER me t bef ee ane Gee oe een b Sesh, i eva .* Crees eo 
| “a Sadie Rt aan apes 5 el ig ot ee "7 ae cr eee 8 SE er ee es Sid GEN GREE ree Wee ele 3 k= SOS bia eee ie ke 
- i Sic 4 oh Sern Retr gs <a nha ia i ee ee aur: } ‘te mae Wine. oe 4 es! if eee s e ; Sige: . ey eas a Sat ke ie - Mie ; iat ay ae 3 Beier se 
i pias ee ee f anes i ETRE: ’ t | — Ware oc ea Etree Peek wea cana FS Won TY) ae oe i!) BE nid © as BTRR Ee : os eas 
# cnet, 4 q cee * we i le ee } Pg iia : See Shas SHE REAM gee: REE. Bevic -- “Ge ae at Tai. poe on, : Fe ee Roadie 63" “oat game ‘ a 
¥ | 20 ] : = emma 4” Hi i Fs Pee Pa. te au ra Ea ae — pe ers Me Mesa a ae NE =e ee i Aa eee 
2s He % aie wet See f ig he oem oe Baga Ng oe Pemees Ree {esas eum) <2 meee 
: \ ~ wt = CE i - d { 4 ee Seta ame in ie Es es ; vi is fe. Ue ote ny 
a ‘ ae sede Gm ON ee ee DA RES Sigs : : oa ee va fe ; : 
i, i Wiig ae Pe i ee , ; a, Geant 2 eae as fae Be ee es 
ea 3 “ ee mie egrets ya EE ee Niele es i. 2 Peas < eh > F : ay wee ed War, Saas f hye cs ret Pie 
ie ae ‘ POE cae) a EE gee Ore ieee SE ttee .K ssi tice” ‘sik age RO Wa ee > agte, : Wess ) Aa Sa Ee ai 
se te Ses ied = ico ae 4 a4 oat ix bet Pete CIEE cs tint aii” ee ; Fe one Pie pe Set, en eo a ead Stel = i i tte Wi LESS ae aes Bias raat - = 
e Be. a % ; f. yy 4 ae a ; eee: eee Ph i 3 cai MR ee cigs i, ee See rea baw is 
; #3 s = mos TS i an He ; nO eee cio ae Beek We eo tee te ; 
ae . i : “me : hy q e i <a eRe: GA Se ieee b ae ek See sae. a hag 
z ee 4 $c P ; H ; : P a Z sags ai oa a wera wee Revi 1 ete es ob ee ne ove See (aig eee Pee ES : 
f a > :. ji th) # Rs aad tie a <a ee as eae 
{ te \ es % i : a r ‘ > os * i i jo dae er 4 te: aa ae * ne z: ae dt Pe Ee pe Pa ce Be ' al ot) wen ee Ces 2 
; ie (ee , ; . : Bray ie Ra. ere Be: - ere SSS ae sr a ee 0 Kev EEO: SS sandy Remon at ae 
f Sc. al eS 3 } Pr ae ee ea: i See oe, SS, Bs se ae ei at —— - Pee ee ¢ raney Poem a4 = 
ea ~~ ee ‘ oo 4 Bh a ep Be oe, CSP wae am Sh ae a os ae Sak SO cee a er Set zm 4 
Z is ae Bee , on es oe geet, cop ae PS ee ee Be P+ Boas Ja ie eee ; 
¥: . : ar $ 6, 3 ‘ Mabe oc ts eke 1 AR hr , 7 hk cee Pe oe oe y CxS " % i 
* tee a 2 ie eg oe, ‘hres 3 Gare Pas gree & ae ae ye ane se 4 oS ; 
i ” a es ee ti: i+ soqaeieon, 5 , Fe re a career a ee ae ? ie dss 8 Eas Selle dees eS gt foes: ene + rat 
_ ee } 4 ; age a) oe Scan eee eS ee a fe. i LS le Oe coe Tre is eit >. 
my . d 27 ” Pps es ota ore 13 4 Oe ee, a Ee ye. % pai + poe 
‘ | j ce ee bee " Rees re te ; i ee Ee ee eee ar 
ce % retinas BE binds : eens eae Sco dace iy ca ia a ee ft ay F Le em, ae es ok Ree ee} pe Bi 
= ; i ete. CBU aS Bue, To eee sa r 7 may Sd (See ee . moe Fee F Oe te p 
eit spe j f ie iii Oe ae oe ae ey ° : ne Ware ate a. ; £2 f 
7 bes i i ik ee ae 7 r ee ae Oe ae ae es re i 
= -- Oe ne ae ee : if fe “es = 5 pee a. : ; oe ete ox.) ee Be om ea, “ee oe ba ate. : : 
: ; ct eo G24 “Me: Ss the “3 i 28 Pio eo. : 
j i 2 : a i . B : i hs et SS ee ‘ bah eer Set sf Pal 
ce d ; a5 7 mae, 4 $e Fi 5 es a ee a ae Be? bet mates | ee } o 
/ Bi ; 4 . i e Be at ft Oe ae oat PRE aL _ RS 
ws ‘ ci 5 a a | a7 aS oa en a os Sede. a Rees eos. 
‘ Pe: ree Sant) a re he a ae By oc det Bere F bee a + i) Sse SS, oe ee a i be a ae 
= - ad een ye Pe Le tn PM gro! ee Sore ae ren FS . ° Ae eee ue 2 Ce ye ; 
a \ ~ #3 a 4 nt are ease ote 4 Datos: Son ae a hen ‘ , Me ee ee ee ik 
‘ i . OOS aa i ee ss RE es hie etek oe ae re oe ee : 
es e . . "2 eee BE ono dy eed ei, | WRG ae ees me ‘hs gauge ci yf ee ge Se oe ae 
8 : ee ie le aut * ren. yp ae re igie 3 : < ie Gee’ Laing ae eae ok et ee mesaiee BE 
a f un is roe.» yee Se On Yn aa a Sie Re epee, a i eee 2 pear * ls Ne te aa d ld per 2 ae 
= - ip <a ie Gor Dn oi acaalll ——————— per i eee eee Se, f Ee fe sau ae 
? Pe oT Dae ae 3) ee ae Bran EE a jn RS fae 
. q . | ee ae a 2% ee , Be: AE Le ey ee ee i J aL oe aoe 
es ae : Ol re ee ee mo Piers naa ey: agama oS abs 4 > ‘a 
* ; * ? a sae a “7 “eet + i geen pl: gals a a 4 — Ne ; 
a 4 7 o$ ; : : ‘ a ches Pe ‘RE ns SS Be +. ae ; 
= a os ¥ 4-8. ames s 9 ety Mee i _ BRtrs eer ie a e 6s { y : = e 
4 ri ra eg ap. " ale | ais i ya | ae 4 7 . sais 
ae - . 3 a ne oon 3 ot Pe = > or Ries : rt 4 
i Fy wee ie ‘ ua i sect, =e = are - ‘a 3 Fa e & Z 
; } P ness Ce & »* Es a oe ME ar Bea gto ee a pe a ee : + % je oe 
aa - — , —— | oe See es ——o= oe te al 7 Iz ice gaa ef Sa re ; 
e : — - a a st —_ Z ‘ pee ae F « ise % a ee ‘ : 
ia . 4 i a Be a Seer : — a mi f i gag , i Bh 
5 ' , ail ¢ : , Se Pes ras Sore a a, a, f + a ee es ee J 
7 é, ' - ane 4 aif Pee ic: af a Pi. TE ——<e - ; periih: # ; geen = “as ; a 
ica f a + Aig hae ot 7M 5 i ‘ $ ia wi pe dl a ae 
| sedi -f 8 pee eet Hay: ei ae ES Maen _" ; ¢ Bedi. 2s ive 
Se . a ee. ey i meena sea ee =e oe 
2) 4 ea 2 # pe eee (eee A RR peice Fo AM Se ous Cig ab ne 
bh . oe a or / ee ye hy ORS an ' Y ieee Men ae a 
, cc ialice! | ime a. — ; P eee ome Ce fe oS eee ete a, 
a Co Oe De ee a a , scene 
— eee ; “=” wee am i ee a Bere oh er" Pe ere 
= 4 6, eee E ged tee ; uel f —" |. ——0UlUCt( tw OS ig HE 
ee: { 4 ‘gt oe ae " *) j Me Be aa ee ee ee er kg ye ORS aia oe sa ilony g 
ee ; a ERs = y zi ‘ x ae os ie tg. es eee P ae ue ae a 
be. eg te ee er arn % & ; —_— - i. me eh! : Pa ee a Shee i = 
ape | APE, Et, } t ; Se eee i IG ey eS egies IIe ea 2 
= OS ee j “4 ee ae Bere gia 5h Mamaia al walk ae Rs ie ay > 
ne 4 BR a “ea ; 4 ee oprah ope eee p, Na ois. es . ease eC ee “ * 
Boil . ax ae ee eee Wee: ae a iat lamar Siete » K 
—t ; iathliasse pra ae ? ee ee Ee cas SR os ae eat a Fi a ae Ea AOE ee rite ite a . 
oo ae a ae Bi a ee e. eee ae Bebe Se eS es a eee Peat Tee 
ie an Poh ars a ‘ ‘ & oa = ae Janta a ccinees Pac y=: ogee axe 4 ‘ : che LPR : Us ; 
io: ae een ean 7 ’ co Geet ; a aS See ee mS eRe. a ag + , Pa se Er i. ee ee TS 
at _ os ee : git Capit Bl. 4s \ =e ? ie CO ial il eS es eae Pe = : : bes. ae aaa 
st } gs : “d iad ey. : Poe i , : ee ; eo eee 2 & - —_ i Rae a 
ns ‘ ~ A & gs ae ; a ; i ‘ “Sate ee! POR iin. gag re —— wala 
Fe “ ey Sot tall i Pitip dtr in ti Sapam: Me 2 ” P ‘ # c ae el oF -. « 2 — oe : 
ear | ; pre. Pe , ee Bre co. Be. Be. say : j . —_ . ee @ : oe Fag ‘ oa 
i mathe: a eee pa. -na gi aes 5 hap ‘ stearate. ti pice as : » a ar: eae 
se water a es ee ee ile i ee : , — ’ eae _ ; Sy ek 
an: dag RE ES gees ‘ ca F Fae te Bah ot ras nee 
ss ? OF Pe i ee ovate a “h << iz S me : rene peat st 4 ae 
ee ee aN 4 ‘ - c Se qt ' a 
i age PS oR a nee he 2 é ; : # nate owe 
mae Och, ee Gee a ae “ ~ a teen ‘ a . each ; pe is 
% Bee rT. re pe. 
- 2 aa ee ae ae 7 Ce , 
. a 4 o> iter Be, ‘ 
ani : : 
— y i, AO % Pe 
he ‘ Mee re + : 4 a at 
i " sie Se ,. 2 ee é - : ee 7 ew 
- ai sof eae ES aianeeep ee sd ? . ‘ ae ‘ p sede 
ee ; , ge ote * oe “e f ¢. aes 
<i oe ibis ty e. _ Le c . = is # Foe Spit 
me Wo oi ila Boal if at Ge e \ se . ai 
fs sg pte Saas : ei Se o Site s - is a EF Tic, 7 
: ge ee , iia OO TS, O28 ‘ i Be _ r 
igs ita ala gc FS pi mer Fe ie . eee ee oi ss ; 
iF 5 ee ~ ee a Oe i Ree ca jing ? $ \ a at | ; S = a 
tics i inne So ee ee ei i Ee — , ae : a fe ae re dil | 
Bes : ee Aig Se ae a 6 ae - - —— 8° ™ . 
eS ee . i 2 el a - _ ea, 5 i 4 : 1 : 
af EA a ; ” chee, F is 
: : : eT 0) : | ‘, 
a. : \ ee eS. 
ti . ast _ bic. an 
; Re ee a oon “ : ee : ” 
= ¢ el es ie ee " eae 
4 ¢ 4 ;  ¢ ee i, gh ; 6 aa 
me : : baat a eee 6 ae ce i perme tis “een 
eg ee . 7 cle ps ike ae Se ec: 
ee # P Fag po 2 eee fe: re a ee! ie ne 
or : 3 pee bo eae “2 ame ees : oe 
Tete _ a Pe see ee ames, va ONS “ 
fe ? ' fy “ee: + . 2a ., ee 
By bry P . ne aoa ve cx t 4 
_ ABR Veen ; 
fone ; an ys eee es eet a Sb ot aa 445% et sis 
tae Bie Se ae te gt Ma ee AD Tae ee 
st a ae ee pm le ee 
. | Sa i | aa 
ale a: _— "= . ae 4 b's has 7 
4 ee Neus . ie a. . ‘* . . 7 
a j ~ et geet , We ke ‘ a Ts 
te f tf dake ‘ Re nae ‘ %, ies 
- ; Coke Steg 9 i: 
Es - Pe Sy ee ee 7 a re 
* ae ie ee a ee 3 ce ‘ ; . 
” 4” { %Aua* o, Pee ee, ya ee, 3 ~~ “ae 1 t ce 
, — Fe Sa ee ; 4 5 ¥ — 
: , OF Pergo ; ; ‘\ : F : \a ae 
, Vad SS Jp Fe RE RA ae i" Sup og er 
. ae , 7 4 Ay it 3 
et y e. , . : ’ . 
Be d re 4 Mi. we q 
: Fs J : ; 7 a : 
Put Sa Fd oid pe B P 
3 ar 7 ee ee , , : 3 
pe? es 3 at ‘J iin, 4 5 § ei 
oceania x gies ie ee g i t 1 ii 
‘ashi ce i iin ag 
oe Bac : : ‘ak, hs aie 
; —- ee . y 4 rc oe ee  S ‘ ie 
> ae ee es St gt aie leh ee Be Le P % eee SA b aan fe eae 
ee mas : ‘ eae 
; res 
a ee 
RS on 
i OS 
: : 
os | oot 
ae | 5 2 
e He 
eae / . a : 
a ee 
Cia i ia NS oc aa eS a i ie ie a Ee ee a ee eg re ee eign a eee ee cal] ge aiilic- aul eater PA ek EN ‘ i cial Sar Bathe wma, 
boas ge eee Be 3 2 Me ee Ms eh cs OT indi mo <tr cee lowe: Uae oh ner Se gb a ey NO ale Pe EEN oye ee egw re Oem an PS b daikrte i eee ee Deeg EE 8. 
Pests et ee om Mada Sere i am are ee Pes Pos me te eS geoe let ed Gi. ; apts Gs e8 ‘oie if eae oe Say a ema... Ts ie See Saat Te Seat aly eet eat paver Soa ar. ees ar Re ea ate Ses ty A 
reps arenes a eae ee eo Beige a Dan ee oe re tes Bs, ae ee base ee eee he a pie ea Ba ie . a ee oe oo OST _— Rabi. c. ay eae ON ec) Oe icy <p ee 2 oe aa 
ee Sia we. ge MUA yD grt Re eee eke oe ee Pte tae a ei, as RO: Ge ai aR A AR gan ca Ry I een = oe eS gee ee pieeaticg, 0. a ar 2 hs ee eee 
one ee ce has, (AON 1 ee Pb i a s Suc oe Re! ee ie el ea pes oes wen ope a ie ws reads geeks ca ER oe a eg Bi Ne ae ros ee Fe bs gr See pine ce ea 4 
a cee ee ee ie to eka ei mae eal TR Sc tee NS FE ie. A ee RNs Oe 
eee gir ; feneee : ee ion Pn fobs Rone rene eee ae Rie ee —_ : ec pt ys eae aoe ae = wee kai : ae 
A, i =" S mu . “i ee “ ae , * f. rays a See bia a aoe ol sie aap ass al = 


44 - 


On the Merchandising Front... 


Some Straws in the Retail Wind 


By E. B. Weiss 


1. it’s not unusual for a manufacturer 
to plan a contest among his retailers, but 
Goldblatt Bros. has put a reverse twist 
on this procedure. The well known de- 
partment store chain is staging a contest 
among its. suppliers. 
The retail organization 
is offering three sub- 
stantial prizes to sup- 
pliers whose programs 
enable the store’s buy- 
ers to exceed their 
quotas during a huge 
Dollar Day promotion 
in January. A letter 
with a $1 bill attached 
to it went out to some 
hundreds of resources, explaining the 
competition. Winners will get a one-week, 
all-expense trip for two to Las Vegas, 
including car and chauffeur and $200 in 
silver dollars for expenses. Whether this 
will start a trend I surely doubt. Indeed, 
I think it marks a new low in some- 
thing or other. 

2. Some food supers are running into a 
road block in their plans for diversifica- 
tion into non-foods in certain shopping 
centers. The explanation is simple: A 
food super may pay about 1% of volume 
for a shopping center location lease. Hard 
goods and soft goods stores will pay from 
4 or 5% of volume. When the food super 
puts in hard and soft lines it continues 
to pay the 1% rate. This tends to result 
in unfair competition with the non-food 
outlets in the center. It also tends to cut 
into the gross income of the shopping 
center promoters. As a consequence, some 
shopping center promoters are becoming 
much more fussy with respect to the 
leases they make available to food supers. 
At the same time, some food supers are 
turning down these newer leases with 
their restrictive clauses. My belief is that 
the food supers will win this particular 
battle more often than otherwise, be- 
cause shopping center development is in 
the saturation stage at the very moment 
when retail volume has hit a plateau and 
even turned down. That puts the retailer 
in the saddle—and food supers are too 
important to a shopping center to enable 
the promoters to negotiate from strength 
under these circumstances. 

3. One of the great problems of the 
shoe outlet is the fact that for consider- 
able periods of the year the shoe spe- 
cialty store simply has too little floor 
traffic. This has also been one of the 
basic problems of the outlet specializing 
in men’s hats. Now a men’s hat chain is 
experimenting with the installation of a 
hat rack (this is an interesting example 
of the adaptation of the rack idea to a 
totally new category and field) in some 
shoe outlets. I think this will be a fairly 
successful move for the shoe outlet— 
when a man buys a pair of shoes he 
could be sold a hat at the same time. But 
the fundamental problem of increasing 
the flow of store traffic over a larger 
part of the year will not be solved in this 
way for the shoe outlet. Two meager- 
traffic-count outlets combined do not add 
up to one high-traffic-count outlet. 

4. Some department stores like to be- 
lieve that the smaller perceniage of floor 
space devoted to hard goods in the newer 
units of the discount houses means that 
the latter outlet is feeling the price-for- 
price competition of the department store. 
A few department store executives even 
contend that hard goods volume of dis- 
count houses in their areas has fallen off. 

This is a non-supportable conclusion. 
Both manufacturers and distributors of 
hard goods, including of course, the ma- 
jor appliances, have plenty of reason to 
know that while the dynamic upsurge in 
volume of the discount houses in these 
categories may have slowed down—their 
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volume in these lines nonetheless con- 
tinues in an uptrend. It is the smaller 
retailers who are feeling the pinch in the 
battle between department stores and 
discount houses on hard goods in certain 
trading areas where these battles are 
going on; not the discount houses. More- 
over, department stores might worry 
more about the developing competition 
discount houses will give them on soft 
goods—and gloat less about mythical 
hard goods victories. 

5. A department store executive sug- 
gested that the China, Glass and Pottery 
Assn. open up its trade shows to the 
public. While this suggestion came from 
a retailer, it has generated a storm of 
opposition in the retail fraternity. The 
basic objection of retailers is that this 
would permit the public to find out about 
wholesale prices—and retailers insist this 
would come about even if exhibitors 
marked their merchandise at retail. Re- 
tailers also contend that this would pres- 
sure them too strongly to take on new 
lines and items which the public sees at 
a trade show. Some manufacturers rather 
cotton to the idea—they look upon it as 


another and effective means of exposing. 


merchandise, especially new items, to the 
public. I believe the idea may take hold 
in a few of the smaller and weaker trade 
shows, but I doubt it will ever get off the 
ground in connection with the more im- 
portant trade shows. 

6. The buying committee of the food 
super in particular continues to kick up 
quite a storm. One recent study of these 
committees, conducted by a marketing 
man who was permitted to take notes at 
an even dozen meetings, brings out the 
statement that “in more than 90% of the 
meetings there were no references to, or 
questions about, advertising support 
when considering new products.” While 
this was denied by the head of one of the 
large food chains (who pointed out that 
“new products” frequently are simply 
new sizes, new packages, new combina- 
tion deals, etc., by well known suppliers 
whose advertising programs are there- 
fore fully comprehended by comruittee 
members) it is unquestionably a fact 
that the buying committee represents a 
distinct selling problem. 

My belief is that too few manufac- 
turers have made a deep study of the re- 
lationship of the buying committee to 
their specific sales programs—and, of 
course, even fewer have developed prac- 
tical programs for selling to the buying 
committee. 

7. I have been writing and talking 
about “poppa as a shopper” for some 
years. The food super now reports that 
over 30% of its food volume is bought by 
men; in some food outlets the figure is 
considerably higher (and all food supers 
report that men buy more impulsively 
than do women). Now the variety chains 
report a decided pickup in male shoppers 
—and bear in mind that the variety 
stores had almost exclusively a feminine 
traffic. Department stores, too, find a de- 
cided pickup in masculine traffic. And 
this trend will accelerate, particularly as 
more stores are open more often at night. 

I lean to the view that too few adver- 
tising, merchandising, and promotional 
programs of manufacturers are keyed to 
the emergence of poppa as a shopper, 
and one reason is that so many market- 
ing people still believe that old saw that 
women do 80%, or 85%, of all shopping. 
As a matter of fact, total up the man’s 
role in the purchase of cars, of major 
appliances, of other hard goods, of home 
furnishings of all kinds, of drugs (in drug 
stores about half the traffic is male) and 
his current emergence as a food shopper, 
and perhaps it is men who buy the lion’s 
share of our retail volume! (That ought 
to bring the women’s magazines down 


on my neck!) 

8A variety -store -executive correctly 
pointed out recently that automatic or 
semi-automatic stock replacement sys- 
tems “will be one of the most important 
new developments of the next few years.” 
He was referring to such systems as de- 
veloped by manufacturers. The greeting 
card producers pioneered this procedure 
and have done a splendid job. Now other 
categories are showing an interest in it. 
With out-of-stock and under-stock one 
of the great retail problems, I believe 
that automatic or semi-automatic stock 
replacement systems will be offered by 
more and more manufacturers in more 
and more fields within the next several 
years. 

9. A Canadian food super reports that 
the shelf packer may be more important 
than the store or store manager. This is 
how it comes about: assume two or more 
brands of soup—‘“A,” “B,” “C,” etc. As- 
sume “A” does 80% of business normally, 
“B” and “C”, 10% each. In a new store, 
on the basis of past sales records, “A” 
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will be given 80% of shelf space, “B” 
will get 10% and “C,” 10%. However, at 
the end of the first day, week or period, 
the packer will bring up from the base- 
ment, or other storage area, cases of 
“A,” “B” and “C”—all packed in 24s. 
But there hasn’t been enough of “B” 
and “C” sold to permit a complete case 
replacement. The packer won’t return the 
remainder to storage—instead he pushes 
“A” over and crowds in the rest of 
“B” and “C.” As a result, after a period 
of time, “A” may have 60% instead of 
80% of space. “B” may have 20% in- 
stead of 10% of space. “C” may have 
20% instead of 10% of space. And sales 
of “B” and “C” will tend to rise at the 
expense of “A.” 


® This, of course, is where the manu- 
facturer’s salesman or detail man comes 
in; to win proportionate shelf space in 
the best-managed food super is a never- 
ending sales battle. How well do your 
representatives know the stock boys, 
shelf packers, etc.? # 
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Your figure drawing instructions to 
the art department can (if and when 
necessary) be more expressive with 
proper attention to the elbow and 
its functions in arm movements. 


Figure A shows an adequate symbol 
of an outstretched arm, dotted lines 
indicating practical range of forearm 
movements you can use. 


Figure B is a graphic idea of the 
more complicated range of move- 
ment, shown in perspective for clar- 


Some joints for you to clip 


Som. principles of elbow-bending for copywriters 


Next Lesson: “Practical Elbow-Bending” 


ity. The hand can occupy any point 
on the rounded surface of the half- 
sphere, the elbow being a point (C) 
in the center of the flat side. 


Figure D simply shows how, as the 
upper arm is moved toward the front 
of the body, the forearm range is re- 
stricted more to a conical shape. 


Save these diagrams and study them 
asa foundation for practical applica- 
tions in the next lesson. 
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Grand Union's Spectacular in Times Sq. 
Hit by FTC as Advertising Discrimination 


WASHINGTON, Dec. 24—Terms of 
Grand Union’s deal for a spectacu- 
lar at Broadway and 46th St., New 
York, were spelled out in a Fed- 
eral Trade Commission complaint 
which charged that the food chain 
used the sign as a device for ob- 
taining promotional allowances 
which suppliers were not making 
available to other food stores. 

According to FTC, Grand Union 
received almost $15,000 between 
July, 1954, and March, 1955, from 
suppliers whose products were ad- 
vertised on the sign. In addition, 
FTC said the chain, which operates 
340 stores and has an annual vol- 
ume of nearly $300,000,000, re- 
ceived other valuable newspaper 
and radio advertising which sup- 
pliers were not generally offering. 

As FTC recites it, the sign is 
leased from Douglas Leigh Inc., 
New York. One of its features is an 
“Epok panel” in the lower right 
corner—a revolving sign operating 
on a 20-minute cycle, which 
gives three one-minute advertising 
plugs per hour to each of 20 par- 
ticipants. 


@ Under a lease signed Aug. 6, 
1952, FTC said, Grand Union paid 
Douglas Leigh $50 and agreed to 
secure 15 other advertisers, who 
were each charged $1,000 a month. 
According to FTC, Grand Union 
was to receive the remaining five 
minutes of each 20-minute cycle, 
which it could exchange for radio, 
or tv or newspaper ads. 

When the contract was renewed 
in August, 1953, FTC said it was 
amended so that Grand Union re- 
ceived from the agency 5% of its 
rental returns from the 15 partici- 
pating advertisers, and all rentals 
—minus agency commissions— 
from the other five. 

“Thus,” FTC said, “the five one- 
minute plugs which the chain for- 
merly had at its disposal were 
translated into dollar returns, with 
Grand Union receiving the bene- 
fits of advertising on the sign as 
well as cash from the advertisers.” 

This complaint is directed 
against Grand Union for soliciting 
the benefits. Earlier FTC had issued 
complaints charging that three 
suppliers—Judson Dunaway Corp., 
Dover, N. H.; General Mills, Min- 
neapolis (O-Cel-O division); and 
Swanee Paper Corp., Ransom, Pa., 


“Seventeen publications were on 
our list last year. 

“From identical copy in all, The 
RIFLEMAN 


‘s cost per inquiry was 
by far the lowest.” 


(Name on Request) 


_NIFLEMAN. 


Wash. Sip 


gave illegal benefits to Grand Un- 
ion, # 


New Airport Building Houses 
30 Advertising Dioramas 
Transportation Displays Inc. has 
planted 30 advertising dioramas in 
two mail halls of the new $30,000,- 
000 International Arrivals Bldg. at 
New York’s Idlewild Airport. Each 
of 15 advertisers has a display in 
both halls. ‘Yotal billing for the en- 
tire unit is $72,000. 


West Coast Admen Elect 

Don Frank, Don Frank & Associ- 
ates, Anaheim, Cal., has been elect- 
ed president of the Orange County 
Advertising Agency Assn. Other 
officers elected are W. B. Stoops, 
Marketing Engineers, Santa Ana, 
vp; Armand Hanson, Hanson Ad- 
vertising, Santa Ana, secretary- 
treasurer. 


These rich Fox River towns 
extend 8 miles each way from 
Appleton, logically look to it 
as their shopping, service 
and news center. 


..-BUY...BUY...BUY! 


The “Fox Cities,” made up of five cities in two counties, 
are not measured in marketing books. But “Fox Cities” 

is a Metropolitan Market, 94% covered by one medium— 
the Appleton, Neenah-Menasha POST-CRESCENT. 
118,480 people comprise this market; and although they 
reside in two counties, they read ‘the one newspaper 
which is FIRST in editorial volume, SECOND in ad- 
vertising linage and covers the THIRD largest City Zone 
Market in Wisconsin, the... . 


APPLETON -Post-CRESCENI 


KEN £. DAVIS, MANAGER, GEN'L ADV APPLETON, WISCONSIN 


housewife 


. about the vital part WKY-TV plays in her 
shopping! She'll tell you that WKY-TV has been 
her buying guide for years, and a pantry check will 
prove it. You'll find most of her brand-name items 
have been advertised on WKY-TV! 

WKY-TV enjoys the loyalty and trust of house- 
wives to a degree almost unbelievable to anyone 
who has not been to Oklahoma. This is reflected in 
both retail sales and in a remarkable coverage and 
rating story. Ask your Katz man! 


OKLAHOMA CITY 


NBC Channel 4 


THE WKY TELEVISION SYSTEM, INC. 
WKY OKLAHOMA CITY 


WTVT TAMPA - ST. PETERSBURG 


Pioneering 
Color TV 
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difference 
in 

nighttime 
radio 


Let Program PM make a sound 
difference in your sales. Call your 
PGW “Colonel,” or the Sales 
Manager of W8Z+ WBZA, Boston 
.. KDKA, Pittsburgh .. . KYW, 
Cleveland ... WOWO, Fort 
Wayne .. . KEX, Portland 


BROADCASTING 
COMPANY, INC. 


C60 


WESTINGHOUSE 


YESTERDAY & TODAY—Field & Flint Co.’s three-dimensional, traveling 
display promoting its Foot-Joy shoes features its 100 years in busi- 
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Department Store Sales... 


Sales Spurt 4% in Pre-Yule Week 


WASHINGTON, Dec. 26—Depart- 
ment store sales in the U. S. in 
the week ending Dec. 21—the week 
before Christmas—were 4% ahead 
of sales for the similar week of 
1956, the Federal Reserve Board 
reported today. 

For the four weeks, sales were 
3% behind the previous year, and 
for the year to date they were 1% 


ani. 


Department Store 


Sales Barometer: 


Change from 1956 


SUCOMAUELENESSUOUEL OTN 


reported 
gains as follows: Boston, 2%; New 
York, 12%; Philadelphia, 
Cleveland, 8%; 


ahead. Week Ended 4 

Dec. 21,'57 4% 
# Of the 12 FRB districts, three | © 2 
reported losses: Kansas City, 2%;| - = 
Dallas, 3%; San Francisco, 1%.| Jan, 1, ‘57 to . 
Atlanta reported no change. The|” pec, 2], ‘57 | % 3 
remaining districts all : z 


Richmond, 6%; 


Metropolitan Areas 
Chicago, 1%; St. Louis, 1%, and 


In the course of the promotion, 
however, ABC gives a pretty clear 
picture of how important Messrs. 
Goodman and Todman are in the 
tv world, and how the quiz shows 
bulk up in program ranking. 

For instance, based on Oct. 11 
Nielsen ratings, the four G-T of- 
ferings on the air looked like this: 


Share of 

Show Audience 
What’s My Line ................. 50.5 
I’ve Got A Secret ................ 49.8 
To Tell The Truth ............ 38.5 
The Price Is Right ............. 33.7 


s And the quiz show has im- 
bedded itself in the rating struc- 
ture. On the same Nielsen report, 
program types shaped up like this: 


Average Audience Rating 
| 30-min. western drama 25.9 
| 30-min. quiz and aud. 

partic. 25.1 
30-min. general drama 22.7 
30-min. situation comedy 22.5 


Es nitiniinion: ey —1 
ness. The panels showing J. Pierpont Morgan, Salmon P. Chase and | Minneapolis, 2%. ab E y--J oo seen - . ed : 
Andrew W. Mellon flip continuously to show, on the reverse, shoes | Detailed breakdown of these} ouston —10 6 
of the eras (inset, upper left). Highlighted also are the $150 Im- |Sales for the districts will not be Pay a anglers —i —6 
perial shoes, “the highest-priced men’s shoes ever made.” Emil eg = an =_ a ios Annies tea ts ne 

4 Downto Los A aad a 
Mogul Co., New York, is the agency. broke down as follows: Westside Los Angeles. ay = 
BOCTRTROIND oes scccescccccscesceres — 1 +12 
odm 60-min. variety 22.3 % Change from '56 San Diego .......... a ~ eae 
Goodson-T an " Week Endi San Francisco-Oakland . — 8 0 
eer saeiee drama ine Federal Reserve Dee. won ps arma yan i | -1 
TV Do W -min,. varie . i “4 akland ....... . —17 —9 
Shows ell, 60-min. pce drama 17.9 —— nd qraves = ral — M +3 Re Aged a ; —1 — 6 
. 30-min. adventure 16.1 —— nag’ eussnctasestvenvenseee —1 +7 eenataen e ity” “ , . - : sa ; 
ABC Promotion Shows Other 30-min. programs 15.3 st ag ae vee o +8 Sochene is “28 
New York, Dec. 24—The Amer- Downtown Boston —5 0 acoma —7% —#§ 
ican Broadcasting Co.—or the ABC | Williams Joins EWRR, oe leaguer rir tS ee valiant. 
crs wank Gadee tees ee ee pl at 3 
package called “It's News to Me,” Pe of noir aiden Saxingtial are o +4 y ran gh — viengees 
an audience participation quiz. for the Chicago office of Erwin| New York District ........... —7 +4 wed + # Fans inc. : 
Originally the show was on CBS- Wasey, Ruthrauff & Ryan, suc-| Metropolitan Areas Cribben & Sexton Co., Chicago, 
TV from July, 1951, to August, ceeding Richard S. Hochman whe —e or“ gegecmaane —fi  —1) which lost its agency when Erwin 
1954, backed by a number of spon-|},. joined Grant Advertising, Chi- ‘eer yt +5 Wasey, Ruthrauff & Ryan resigned 
sors, including Aluminum Co. of cago, as midwestern regional pub- Newark 4 4|the account to resolve an account 
America, American Oil Co., Gen-|1j. relations account executive for New York — conflict (AA, Nov. 4), has ap- 
eral Foods, Hamm's beer, Jergens|the Florists’ Telegraph Delivery rote aamang ae ions o| Pointed Alex T. Franz Inc., Chi- 
and Noxzema. Assn. account. Mr. Williams for-| Philadelphia District... —14 9 | cago, its new agency, effective Jan. 


merly was promotion and public| M¢ttopolitan Areas |1. Franz will handle the entire 


dishwashers and Universc!,; Magic 
Chef commercial cooking equip- 
ment. 


Wheelan, with the Chicago office 
of Ruthrauff & Ryan for five 
years, to account executive for ad- 


Wilkes-Barre—Hazleton .. 
Cleveland District 
Metropolitan Areas 


4 : WiMINGTON eee ceocernd eevee —23 17 
relations director of the American| tyeston 2|Cribben & Sexton appliance line, 
Kitchens division, Avco Mfg.| Lancaster 14 | which includes Universal gas rang- 
Corp., Connersville, Ind. Philad 9| es clothes dryers, incincrators, 
EWRR also has promoted L. E.| Scoane, i space heaters, James-Universal 

4 

5 


Ra 
[t+ l+++4++ 44+4+4+4+4+4++ + 


ministration on the Minnesota] Amon 4 Theodore C. Guenther, Cribben 
Mining & Mfg. Co. account. Canton secre 11|& Sexton ad manager, said the 
Cestenet m 3 | company’s advertising appropria- 
evelan j i i j r 
Pacific Outdoor Buys Cordiz Downtown Cleveland ... —15 5 Gon will be increased im 1906. 
Pacific Outdoor Advertising Co., CORIIIS cseccessscrccceccvcessscenevey — 6 6) 
Los Angeles, has acquired Cordtz a ce es .. Reliable Names Clayton 
Outdoor Advertising Co., San Di-| Erie ......... —19 4 Reliable Packing Co., Chicago, 
ego. William Cordtz has been Whamie Gisdhanvtihe aes ~ : - has named Sidney Clayton & As- 
elected a vp of Pacific and will! picnmond District ........... r—10 g | Sociates, Chicago, to handle its en- 


continue to manage the San Diego| Metropolitan Areas tire advertising account. Clayton 


| 
) 
+++t++ +++] 


ONE contract de 


*Larger daily figure for each newspaper plus Sunday 


Retailers know where the money is 


.in Boston 


2,500,000 lines leadership* 


over the second paper 


(1st 10 months, 1957) 


livers the BIG BU. 


The BOSTON HERALD-TRAVELE 


Boston’s Basic Buy 


Represented nationally by GEORGE A. McDEVITT Co., Inc., NEW YORK + CHICAGO 
PHILADELPHIA * DETROIT * LO® ANGELES 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Fla, 


division. en Pe eg 2 1 | previously handled only Reliable’s 
¥ oo : s 
a er r—19 1; | house publications and trade ad- 
Levine Joins Albert Frank Downtown Baltimore .... r—20 g|vertising for lard and shortening. 
: , Rich eto ee —2 4 j 
Robert Levine, formerly with} quanta District +? + oieen ee cee 
Ted Bates & Co., New York, has| Metropolitan Areas aaae 0., Chicago. 
joined the copy staff of Albert a ~ amaae : 
EID cecccccsecccceee 
Frank-Guenther Law, San Fran- Stencils . on 
cisco. ae 415 
Miami City re 
Atlanta ............ +7 
Augusta ............... — 4 
New Orleans 0 
TIED. asspuisssseccsccrpuintnonoten —4 
City 
TAMPa ercccceccceees 25 +429 
Chicago District ........ —3 0 
Metropolitan Areas 
s =} 
—5 0 
—3 0 
MilWaUkee?  .........0cccccccecccccees — 1 1 
St. Leuis District a * r— 3 —t1 
| Metropolitan Areas 
| Little Rock . —3 —1 
Louisville .......... —3 + 9 
St. Louis ........ +4 0 
Memphis .................... . —10 —3 
Minneapolis District ............ o +4 
Metropolitar Areas 
Mpls.-St. Paul . ee 0 +3 
Mpls. and Suburbs. Gocnecasin —1 +3 
__ ee +1 +2 
in Boston _~ 
Duluth-Superior .................. +3 0 
Kansas City District .........—2 — 1) 8ROADENED—James Lees & Sons Co. 
Metropolitan Areas h dded I 
SSE ERE —4 45 \has added supplement schedules 
— Topeka . —4 —2)/in 268 newspapers for 1958 and 
ug: Se agmaamer ees ~ —8 —~—Tlw:ll continue with upp2r income- 
St. Joseph ......... -—3 +23/% . 279 : 
Albuquerque ............ —7 **\appeal ads like this in Better 
ve City ... - att =a Homes & Gardens, February, 
Cities House Beautiful and House & Gar- 
} Joplin ... wes +10 — 8) den, rch. N o i ; 
| Kansas City = 0 —1 Ma . W. Ayer & Son is 
| Dallas District =—9 =f the agency. 
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Leonard Trester, 
Outdoor Ad Leader, 
Is Dead at 68 


WASHINGTON, Dec. 24—Leonard 
W. Trester, 62, vp of Genera] Out- 
door Advertising Co. and director 
of its public policy since 1941, died 
Dec. 19 in Emergency Hospital aft- 
er a brief illness. Mr. Trester had 
been residing at the Sheraton-Park 
Hotel, aithough he maintained 
homes in Omaha and at Madison, 
Va. 

He joined General Outdoor as 
manager of the Omaha branch in 
1926, when the company absorbed 


' the Omaha Outdoor Advertising 


Co. He had been secretary-treasur- 
er of the latter company. 
Since 1941, he had been in Wash- 


» ington as director of public policy 


and assistant to the president of 
General Outdoor, and since 1949 
he had been vp and director of 
public policy. 

At the time of his death, Mr. 
Trester was on the outdoor ad- 
vertising advisory committee to 
the Secretary of the Treasury; a 
trustee of the National Council of 
Community Improvement; a mem- 
ber of the National Defense Ex- 
ecutives Reserve; and a member of 
committees of the U.S. Chamber 
of Commerce. 


MICHAEL SCHAAP 

New York, Dec. 24—Michael 
Schaap, 83, former president and 
board chairman of Bloomingdale 
Bros. department store, fell to his 
death yesterday from his 12th floor 
suite at the Hotel Chatham. He 
had suffered several fainting spells 
recently and is presumed to have 
fainted while standing by an open 
low-sill window. 

Born here, he received a law de- 
gree from New York University 
and began his career as a lawyer. 
Mr. Schaap entered business in 
1917 as vp and general manager 
of L. Bamberger & Co., Newark, 
N. J. In 1929 he joined Blooming- 
dale as president, a post he held 
until 1944, when he was elected 
board chairman. He retired as 
chairman in 1947, but continued to 
maintain an office at Blooming- 
dale’s which he visited daily. 

He was a former president 
of the Retail Dry Goods Assn. of 
New York, a former chairman of 
the Better Business Bureau of 
New York, and former chairman 
of the business men’s council of 
the Jewish Agency for Palestine. 
He was founder and trustee of the 
New York University school of re- 
tailing and a member of the Insti- 
tute for Advanced Study, Prince- 
ton, N. J. 


DOROTHY DE BAYEUX 

New York, Dec. 24—Mrs. Dor- 
othy Whitehead Pegoix de Bayeux, 
63, a publicity writer with J. M. 
Mathes Inc. for the past 21 years, 
died of pneumonia Dec. 18 at 
Brooklyn Hospital after an eight- 
week illness. She was the daughter 
of the late Frank I. Whitehead, 
onetime political editor of the 
Washington Post. After art study 
in Europe and service as a Red 
Cross automobile driver in World 
War I she became a fashion stylist 
and did work for several New 
York agencies and magazines. La- 


Archibald 


does 
at! 


ter she entered the publicity field 
and joined the Mathes agency in 
1936. 


JOHN M. STUART 
WASHINGTON, Dec. 26—John Mc- 
Hugh Stuart, 72, former aviation 
reporter and writer of advertising 
news for the New York Times, 


in 1955, te write a daily advertis- 
ing column. He was a member of 
the National Press Club and a for- 
mer vp of the Aviation Writers 
Assn. 


A. A. HOLBROOK 
ScRANTON, Dec. 24—A. A. Hol- 
brook, 87, an early owner of the 


died Dec. 23 at Georgetown Hos-| Wilkes-Barre Morning Times, later 
pital after a long illness. Born ih|to appear in merged form as the 


Albany, he was graduated from! Wilkes-Barre Times-Leader, died | 
Georgetown University in 1907 and Dec. 13 at his home after an illness 


began his career as a newspaper | Of one year. After selling his in- 
man on the Albany Times-Union. | terest in the newspaper, he entered 
Later he worked for the New York | the real estate business. 


Herald, New York Sun and Inter- 


national News Service. He joined) Shannon Adds Newspaper 


the New York Times in 1944 as an| 


Shannon & Associates, Chicago, 


aviation specialist. In 1951 he also| has been appointed national adver- 
began to cover the food and liquor | tising representative for the Demo- 
industries and, until his retirement | crat, Natchez, Miss. 


1956 
FURNITURE & 
HOUSEHOLD SALES 
$34,196,000 
Up 133% over 1950 


The E1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNINO AND SUNDAY 


E] Paso Herald-Post 


& SCRIPPS-HOWARD NEWSPAPER 
EVENING 


TWO Separate Newspapers...33c Line BUYS BOTH! 


This group of mountain-ringed radio 
stations, purchased as a unit, delivers 
more radio homes than any combina- 
tion of competitive stations . . 
far the lowest cost per thousand. 


(Neilsen & SR&D) 


They cover an extraordinarily pro- 
ductive market, which contains 4 of 
the 5 top counties in farm income in 
California, the nation’s leading farm 
state — and has an effective buying 
income of almost $4.3 billion. (Sales 
Management’s 1957 Copyrighted 


Survey) 


_. SPNDINEAND. CALIFORNIA (AND WESTERN NEVADA! 


. at by 


Sacramento, California 
Poul H. Raymer Co., 
National Representative 
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Retutes Lyndon Brown's 
Motivational Research Ideas 

To the Editor: In the interest of 
keeping advertising management 
from ‘falling into some of the 
“traps” in Lyndon O. Brown’s ex- 
position of “Six Ways to Avoid 
Motivational Research Traps,” in 
your Nov. 25 issue, I think a few 
comments are in order. 

First of all, it should be pointed 
out that all “quahfied” researchers 
—not just Dr. Brown—are interest- 
ed in help'ng advertising manage- 
ment to avoid the “pitfalls” of any 
research, and that Mr. Brown’s im- 
plication that these “pitfalls” are 
peculiar to “motivational research” 
is snidely misleading. It should be 
apparent to all but the most naive 
that “alchemists” and “supersales- 
men” are no more to be guarded 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


against in “motivational research” 
than they are in “nose counting” 
research—as anyone knows who 
has heard a statistical researcher 
double-talk probability sampling 
in selling a $150,000 non-“motiva- 
tional research” study. 

Beyond pointing out these not 
teo subtle attempts by Dr. 
Brown to prejudice people’s feel- 
ings against “motivational re- 
search” (his term, not mine), I 
would like to take issue with his 
implication that any qualified re- 
searcher is competent to do quali- 
tative research (my term, not his) 
While any qualified qualitative 
researcher would be the first to 
agree with Dr. Brown that there is 
no particular “mystery” about it, 
there are principles, knowledge and 


techniques employed in its prac- 


Your classified ad in 


Advertising Age 


gets 


a 


EsT0 


ACTION! 


.. . but there’s no mystery about it. For Ad 
Age is read by almost 150,000 advertising 
and marketing executives—the people with 
authority to buy, sell, or hire. They know 
what they want—they act fast to get it! 


Try it—use this handy form today. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
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and card discounts, size and frequency apply. 
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tice which are not “known to any 
qualified researcher.” 

Very few quantitative research- 
ers are professionally trained in 
the social sciences of dynamic and 
social psychology, sociology, or 
cultural anthropology which pro- 
vide the foundation for the prac- 
tice of qualitative research. Most 
qualified qualitative researchers 
hold the Ph.D. degree, or its equiv- 
alent, in one of these specific disci- 
plines, and have extensive experi- 
ence in applying their professional] 
training to advertising and mar- 
keting problems. Anyone not 
meeting these qualifications may 
be a qualified researcher, but he is 
not a qualified qualitative re- 
searcher. 

And finally, I think it impor- 
tant to comment that Dr. Brown’s 
at best, naive, and, at worst, hor- 
rendously oversimplified, defini- 
tion of “motivational levels,” and 
his desire to exclude a rather im- 
portant aspect of the human psy- 
che from the pale of “legitimate” 
research, is exactly the kind of 
thinking that gave birth to quali- 
tative research. Much to the 
consternation of quantitative re- 
searchers, people simply refuse to 
split themselves up into nice, neat, 
textbook categories for the purpose 
of being measured, and it is ap- 
parently only the qualitative re- 
searcher who is willing to cope 
with people, as people, in their 
whole, wonderful, dynamic com- 
plexity. 

John Kishler, 

Communications & Marketing 

Consultant, New York. 


St. Louis Mayor Hears From 
Chilton Exec on Ad Tax 

To the Editor: Attached hereto 
is a copy of the letter that I have 
addressed to the Hon. Raymond R. 
Tucker, mayor of St. Louis, which 
explains itself. 


+ 

Dear Mr. Mayor: As a former St. 
Louisian and proud of it, and in- 
terested in the tremendous devel- 
opment of my home city, I am 
amazed to read in the papers about 
the proposed advertising tax. 

Advertising is the life blood of 
industry. It is the fuel that devel- 
ops steam and power in business. 
Taxing advertising is synonymous 
to applying the brakes while open- 
ing the throttle trying to go ahead. 
What line of reasoning was em- 
ployed in even considering such a 
proposal? 

While obviously the additional 
cost represented by the tax on ad- 
vertising will be passed along to 
the consumer, it might have a 
tendency to curtail advertising 
expenditures, such as national ad- 
vertising copy in your local news- 
papers, directories, outdoor adver- 


‘|tising, etc. But more important, it 


might curtail advertising of local 
merchants, thus materially reduc- 
ing the traffic of customers that 
are brought into St. Louis feom the 
surrounding territory to shop. This 
could have a disastrous effect on 
business in St. Louis, generally. 
I am hoping that the city fathers 
will give more careful considera- 
tion to this idea because if they 
do, they will discard it completely. 
P. M. Fahrendorf, 


Vice-President, Chilton Co., 
New York. 
. . 


Examples of Foreign Copy 
Show Rewrite Is ‘Must 

To the Editor: May I add testi- 
mony to the admonition of Felix 
Fluss (AA, Dec. 2)—“Don’t trans- 
late—rewrite foreign copy.” 

During ten years in the consular 
service, I witnessed a number of 
cases of “dictionary translation” 


which were not only embarrassing 
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but also expensive to the adver- 
tisers. Some cannot even be re- 
ported in your family magazine, 
but among the more innocuous was 
the case of the advertiser who told 
Lebanese Arabs that his product 
was made of the finest cloth; un- 
fortunately, the same ad, run in 
Egyptian papers, became “made by 
the finest prostitutes.’ Another ad- 
vertiser currently uses a word for 
his product which, when translated 
into Arabic, becomes a nasty four- 
letter word roughly translatable as 
“filth.” Yet another sent a num- 
ber of prints of a film called 
“Flight Over Africa,” with Ger- 
man-translated titles; the trans- 
lator, alas, did not know that the 
German dictionary word for flight 
has a ribald popular meaning. An 
ink manufacturer, warning his 
customers to “avoid embarrass- 
ment” told them, in Spanish 
translation, to “avoid pregnancy” 
by the use of his ink. And a pen 
manufacturer found that what is 
called “The Jotter” in English 
advertising could and should not 
be so termed in Spanish. 

The moral seems to be that no 
foreign copy should be used until 
it has been checked by a bilingual 
native of the country in which the 
copy is to be used. 

Leslie L. Lewis, 

Editorial Director, The Dart- 

nell Corp., Chicago. 


a 
‘SEP’ Chided Again 
for Its ‘Linguistic Slips’ 

To the Editor: Once more I feel 
obliged to tell the esteemed Satur- 
day Evening Post that ‘her lin- 
guistic slip is showing. This time it 
is when she compliments herself 
in Malay (AA, Dec. 2. p. 61), stat- 
ing approximately “Sell Post to 
man who reads, tell to others.” The 
word Malayan is wrong; the lan- 
guage is Malay. The word for 
“others” is wrong; it is printed 
lian, but ought to be lain. 

I’m not exactly the Malay of the 
land, but it was easy to catch these 
errors. Mebbe the whole campaign 
is a gag, with one or more mis- 
takes planted in each language. 

Alexander McQueen, 

Human Interest Research, Chi- 

cago. 


Fatt Praised for Stand 
in Kolynos Case 

To the Editor: Your factual re- 
port on the Arthur Fatt contre- 
temps with Kolynos (AA, Dec. 16) 
reflects very little credit to the 
company which, I venture to say, 
has lost a great deal of good will 
in the exchange. 

When Mr. Fatt stands on prin- 
ciple, as he did in his interview, 
he honors every practitioner of ad- 
vertising and, as a publisher, I 
would like to add my own voice to 
the congratulations I know he is 
receiving from others who feel the 
kind of pressure exerted by Koly- 
nos is detrimental to all American 
business. 

Mal Farks Sr., 


President, Parks Publishing 
Co., Chicago. 
* + . 


Fool-Proof Slide Projector? 
‘Possible, but Costly’ 

To the Editor: Your interesting 
editorial about the use of slider 
and projector certainly merits a 
response from some sector of the 
industry. . . 

We long ago resolved the ques- 
tion of our clients’ conv2nience in 
inserting slides, by “keying” each 
slide by means of a simple and 
readily visible margin-mark on the 
mount. Even in the dimness of a 
darkened room, the mark is de- 
tected; and it provides an unfailing 
guide for picking up the slide and 
placing it correctly in the show- 
ing-frame of the projector. There 
may be other slide-makers, too 
who apply this simple and effec- 
tive device for your ease and con- 
venience in making presentations. 

You are right In assuming that 


it is by no means impossible to put 


optical elements into a slide pro- 
jector for the purpose of neutraliz- 
ing the inversions (top for bottom, 
left for right) inherent in the 
transmission of the images by 
the camera-type of lens. 

The elements are not included, 
however, simply because it is not 
practicable to do so. 

Either a _ re-inverting set of 
lenses or a sequence of totally re- 
flecting prisms would probably add 
bulk and would certainly add sub- 
stantial extra cost to a projector. 
Either of these expedients would 
reduce—at least slightly—the 
transmission efficiency of the ma- 
thine. Even with the finest and 
costliest optics, there is some loss 
of intensity with every reflection 
or refraction. . . 

William Meyer, 

Williams & Meyer Co., Chi- 

cago. 

+ e . 


Wrong Fold—Wrong Look 

To the Editor: Why, in my fa- 
vorite advertising publication, is 
there an ad showing a reproduc- 
tion of the publication folded in 
such a way that it does not re- 
semble said publication (at least, 
I think that’s what I mean). 

Probably, most people receive 
AA folded from top to bottom as 


we do, and because of the bulk 
(and a staple) never folded as it 
is shown. 

By the way, I once worked for 
a company that produced, sold 
and displayed a buttermilk truck 
card that read, “Important to m- 
PORTANT people.” 

Bob Brueggemeyer, 

Promotion Department, Cin- 

cinnati Times-Star, Cincinnati. 

© 
Last Word on ‘Preventive’ 

To the Editor: In answer to Jim 
Crawford of Des Moines who ques- 
tioned use of the word “preventa- 
tive” in a recent ad in AA (Voice, 
Nov. 25), I submit the following: 
Page 1960 of “Webster’s New In- 
ternational Dictionary” Second 
Edition, Unabridged, 1942 states: 

Preventative—n. Preventive;— 
an irregularly formed doublet. 

Preventive—n. Something that 
prevents or is preventive. 

As is so often the case in the 
game of “dictioneering” all we 
have to know now is what an “ir- 
regularly formed doublet” means. 
On Page 776 of the same dictionary 
I find: 

“Doublet: 10 Philol. One of two 
or more words in the same lan- 
guage derived by different eourses 
from the same original.” 

It would seem that it’s all a mat- 
ter of which groove you happen to 
be channeled ...or channelled in. 
(Page 449...same dictionary.) 

Peter W. Mesner, 

Copy Chief, Jessup Advertis- 

ing Co., Akron. 


Woolf's Copy Choice Backed 
by Sales Success Record 

To the Editor: Hats off to AA 
columnist James. D. Woolf. The 
Nov. 25 analysis explaining why 
Land O’Lakes four-color advertis- 
ing makes salesense, was one of 
the best forecasts we’ve seen in a 
long time. 

Apparently the Land O’ Lakes 
ads, which make salesense to 
Land O’Lakes, the Tribune, and 
Mr. Woolf, also have been making 
a lot of sense to Tribune readers. 

For, during the three years these 
four-color ads have been running 
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in the paper, Land O’ Lakes butter 
has doubled its share of the mar- 
ket; and increased its distributipn 
by more than 200% among corpor- 
ate chains, and independent and 
co-op groups 

But the best verification of col- 
umnist Woolf’s insight came in 
our latest report from the Trib- 
une’s Consumer Panel, which 
shows that Land O’ Lakes butter 
has this month assumed first place 
in the metropolitan Chicago mar- 
ket. 

Thanks to Mr. Woolf for his 
complimentary remarks about 
Tribune full-color printing; and 
we cannot help but heartily agree 
with his findings that the Land O’ 
Lakes ad is “. . dignified, courteous 
and respectable. . .The artwork is 
excellent. . .The copy is expertly 
written. . .The ad is completely 
credible. . .” And it sells butter. 

Alvin W. Dreier, 

General Display Advertising 

Manager, Chicago Tribune, 

Chicago. 


. - eo 
Says TV Producers ‘Must 
Be Ready with the Unique’ 

To the Editor: The Eye and 
Ear Man’s comments in the issue 
of Dec. 9 are so true they hurt. 

But when you say, “The nature 
of democracy is to wipe out in- 
dividualism,” I must take issue. 

Rather than enter into a long, 
boring philosophical dissertation, 
may I suggest that you read (or 
re-read) “The Organization Man.” 

Democracy is not of a fixed na- 
ture. It is a dynamic changing 
entity. 

“Conformity” is a phase through 
which we are passing. Not many 
years ago “Jndividualism” was 
popular. It wi:l again become the 
vogue. It will. . .or we will stag- 
nate. 

Your conclusions about the 
state of television entertainment 
are most certainly accurate. We in 
the business of producing and sell- 
ing the stuff, perhaps more than 
anyone, are reminded every day 
of their accuracy. 

But we are also reminded that 
entertainment comes and goes in 
cycles. And because of this we 
know that there is always that 
magic moment when a producer 
with a bold, new idea gets to- 
gether with a sponsor who is will- 
ing to gamble. Then a new cycle is 
born. 

That is why it is so important 
for producers of tv film to be ready 
to augment the standard with the 
unique. That is why, financially, 
we cater to the market while 
artistically, and hopefully, we 
stand waiting with the new idea. 

Robert I. Holt, 

Advertising Director, Gross- 

Krasne Inc., Hollywood, Cal. 

+ o . 


Harvard Business Class 
to Use AA Articles 


To the Editor: I wonder if I! 
might have your permission to re- 
produce for classroom use the fol- 
lowing two articles carried in 
ADVERTISING AGE: 

1. “Top Flight Women Copy- 
writers Pick Outstanding Ad 
Campaigns of the Year Just 
Passed,” Page 74, March 25, 1957; 

2. “Best TV Commercials for °57 
Picked by AA’s Eye and Ear Man” 
Page 64, Sept. 16, 1957. 

I would like to reproduce these 
articles in mimeograph form to use 
as reading material in our Adver- 
tising II course which I teach. 

Joseph W. Newman, 

Assistant Professor of Business 

Administration, Harvard Uni- 

versity Graduate School of 

Business Administration, Bos- 

ton. 


. * 
Will Food Retailing Shift 
Change Ads, Weiss Asked 
To the Editor: After reading 
Mr. Weiss’ interesting article, 


“Will Tomorrow’s Food Volume 
Be Done in Non-Food Outlets?” 


(AA, Dec. 9), it seems to me that 
we are experiencing a full swing 
of a cycle, i.e., a return somewhat 
to the old general store. 

Immediately, questions are 
posed. Of great import at the grass 
roots level, does this cycle blare 
forth in stentorian tones the di- 
munition in physical number of 
retail outlets? Just hew will 
this changing pattern of marketing 
affect advertising media? 

I would like to see a follow-up 
article showing the direction Mr. 
Weiss expects national and local 
advertising will take to conform 
with the pattern. 

Paul Bennett, 

Announcer, WKIT Inc., Gar- 

den City, N.Y. 


Selling the Store Is Main 
Job, Reader Tells Bedell 

To the Editor: Mr. Bedell had 
best get a little better acquainted 
with authoritarians. We have yet 
to hear of one whose pronounce- 
ments were not based on “firmly 
established principles that grew 
out of vast experience and re 
search.” 

Furthermore, the department 
store (AA, Dec. 2) whose vitamin 
ad did not do all that it should 
(granted) was still doing 100% 
the main job any department store 
ad should do—-sell the store. The 
advertisers’ money department 
stores spend is advertising allow- 
ances they have earned. They 
earned it in the first place because 
they sold the store to the public. 
What better way to spend it than 
by selling the store, though it may 
be by mood and continuity of 
advertising style only? Mr. Bedell 
better get his eyes off them trees. 

Tom W. Cowdery, 
ay Biddle Co., Bloomington, 


Detends Spread Criticized 
in Creative Man's Corner 

To the Editor: I hope that “The 
Creative Man’s Corner” is not 
beginning to bend over backward 
to stretch an ad out of shape so 
that he can take a pot shot at it. 
It seems to me that the American 
Airlines ad which the Creative 
Man takes apart on Page 86 of 
the Dec. 9 issue of ADVERTISING AGE 
is clear and well put together. 

I cannot understand why there 
should be so much question in the 
mind of the Creative Man, regard- 
ing such smal] items as overcoats 
and “collapsed Scotch cooler.” 

The “Corner” is certainly not 
this hard up for examples of poor 
advertising. We all see hundreds 
of ads each day which certainly 
could be criticized before the one 
mentioned in the Dec. 9 issue. 

Cc. J. Penniman, 
Chicago. 


Publisher Seeks to 
End Canadian Ban 


on ‘Peyton Place’ 


Ortawa, Dec. 24—The publisher 
of “Peyton Place”—racy novel 
which hit U.S. best seller lists— 
is making a new and unprece- 
dented attempt to get the book off 
the Canadian government’s black- 
list. 

Dell Publishing Co. has retained 
legal counsel in Ottawa to appeal 
to the Tariff Board the Revenue 
Department’s ruling of last spring 
refusing import of the novel on the 
grounds it is immoral and indecent. 

“Peyton Place”’—a tale of life 
and morals in a New England town 
—was banned under Section 1201 
of the Revenue Department’s tariff 
regulations, which refuses import 
of “treasonable or seditious or im- 
moral or indecent” publications. 

The publisher of the novel car- 
ried its fight to the then minister 
of revenue—Dr. J. J. McCann—but 
the ban remained. 


= Now it has decided to take the 
battle to the Tariff Board, a body 
usually concerned with evidence 
on less sophisticated matters such 
as textiles, rubber footwear and 
vegetables. 

Previously no publisher has tak- 
en an appeal against a book ban 
beyond the ministerial level. 

The book ban appeal will have 
to wait some time for a hearing. 
Presently before the board are a 
number of references termed ur- 
gent by the Conservative govern- 
ment. There were _ indications, 
shortly after the new government 
took over last summer, that Rev- 
enue Minister George Nowlan 
might be headed towards a loosen- 
ing of book banning policy. He 
allowed import of several maga- 
zines which had been blacklisted 
by the previous administration, # 


Schwartz Named Ad Manager 

Sun Chemical Corp., Long Island 
City, N. Y., has appointed Morton 
H. Schwartz ad manager of its 
paints and finishes group. He will 
handle the ad programs of the 
A. C. Horn companies, Sun Chem- 
ical subsidiaries, that make up the 
paints and finishes group. 


Hewitt Heads CBS Film Oftice 

Edward E. Hewitt has been 
named manager of the San Fran- 
cisco office of CBS Television Film 
Sales, replacing Glenn H. Ticer, 
who is retiring after 16 years with 
CBS. Before joining CBS Film, Mr. 
Hewitt was a salesman with KGO- 
TV, San Francisco. 


Hoffmann to ‘Globe-Democrat' 


The St. Louis Globe-Democrat 


Denver Retailers point 
the way to 

more effective 

media selection 


for you... 
\ 


Represented by General Adv. 


“Good Morning” Newspaper 


Oep't., 


FIRST in 9 important Media Records 
retail classifications with 2,569- 
633 lines, 58.7% of all linage in 
these classifications, first 10 months 
of 1957. 

Media Records 
SCRIPPS-HOWARD NEWSPAPERS 


has appointed Louis J. Hoffmann 
financial advertising manager. 
Business manager of the old St. 
Louis Star-Times until the sale of 
the paper in 1951, Mr. Hoffmann 
most recently has been a vp of 
Central States Paper & Bag Co 


Bailey Joins ‘Post 

Morton Bailey Jr., son of the late 
Morton Bailey, Curtis Publishing 
Co. vp and ad director of The Sat- 
urday Evening Post, has joined the 
New York ad sales staff of the Post. 
He was formerly with Sawyer- 
Ferguson-Walker Co., which he 
joined in 1948. 


Jaeger Joins B. D. Adams 
Marion Jaeger, formerly account 
exec with Morey, Humm & War- 
wick, has joined Burke Dowling 
Adams Inc., New York, as director 
of fashion and home furnishings. 
She will head a new department 
servicing the Curon division of Cur- 
tiss-Wright and other accounts. 


Wooster Promotes Johnson 

Guilford G. Johnson, advertising 
director of Wooster Rubber Co., 
Wooster, O., for the past nine 
years, has been namied gen- 
eial merchandising manager. Mr. 
Johnson’s new duties will include 
supervision of sales promotion pro- 
grams. 


in Texas! 
Channel 4 Dallas | 


ASK A BRANIAM MAN 
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send you our new booklet, 
Farming Is a Business? 


_ Sandstone Building» 


product of the © 
- revolution in 


agziculture - 


Since 1940, 1,313,778 farms have been | 
absorbed by today’s new type of farmer. 
He is the business farmer, the commercial | I 
farmer, the professional farmer . . . produc- 
_ ing 78.8% of all farm income. 
| In just three years, Poultry Tribune's aver- 
age farm subscriber has increased his acre- 
age 44% and enlarged his poultry enterprise | 
by 39%. Here is the new type of farmer, the | 
specialized business farmer . . . whose inter- 
ests are best served by specialized business 
_ magazines such as Poultry Tribune. May we 
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LESLIE A. WATT 
President and Publisher 
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Refutes Lyndon Brown's 
Motivational Research Ideas 

To the Editor: In the interest of 
keeping advertising management 
from falling into some of the 
“traps” in Lyndon O. Brown's ex- 
position of “Six Ways to Avoid 
Motivational Research Traps,” in 
your Nov. 25 issue, I think a few 
comments are in order. 

First of all, it should be pointed 
out that all “qualified” researchers 
—not just Dr. Brown—are interest- 
ed in help'ng advertising manage- 
ment to avoid the “pitfalls” of any 
research, and that Mr. Brown’s im- 
plication that these “pitfalls” are 
peculiar to “motivational research” 
is snidely misleading. It should be 
apparent to all but the most naive 
that “alchemists” and “supersales- 
men” are no more to be guarded 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


against in “motivational research” 
than they are in “nose counting” 
research—as anyone knows who 
has heard a statistical researcher 
double-talk probability sampling 
in selling a $150,000 non-“motiva- 
tional research” study. 

Beyond pointing out these not 
too subtle attempts by Dr. 
Brown to prejudice people’s feel- 
ings against “motivational re- 
search” (his term, not mine), I 
would like to take issue with his 
implication that any qualified re- 
searcher is competent to do quali- 
tative research (my term, not his) 
While any qualified qualitative 
researcher would be the first to 
agree with Dr. Brown that there is 
no particular “mystery” about it, 
there are principles, knowledge and 


techniques employed in its prac- 


Your classified ad in 


Advertising Age 


gets 


ACTION! 


... but there’s no mystery about it. For Ad 
Age is read by almost 150,000 advertising 
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tice whic’ are not “known to any 
qualified researcher.” 

Very few quantitative research- 
ers are professionally trained in 
the social sciences of dynamic and 
social psychology, sociology, or 
cultural anthropology which pro- 
vide the foundation for the prac- 
tice of qualitative research. Most 
qualified qualitative researchers 
hold the Ph.D. degree, or its equiv- 
alent, in one of these specific disci- 
plines, and have extensive experi- 
ence in applying their professional 
training to advertising and mar- 
keting problems. Anyone not 
meeting these qualifications may 
be a qualified researcher, but he is 
not a qualified qualitative re- 
searcher. 

And finally, I think it impor- 
tant to comment that Dr. Brown’s 
at best, naive, and, at worst, hor- 
rendously oversimplified, defini- 
tion of “motivational levels,” and 
his desire to exclude a rather im- 
portant aspect of the human psy- 
che from the pale of “legitimate” 
research, is exactly the kind of 
thinking that gave birth to quali- 
tative research. Much to the 
consternation of quantitative re- 
searchers, people simply refuse to 
split themselves up into nice, neat, 
textbook categories for the purpose 
of being measured, and it is ap- 
parently only the qualitative re- 
searcher who is willing to cope 
with people, as people, in their 
whole, wonderful, dynamic com- 
plexity. 

John Kishler, 

Communications & Marketing 

Consultant, New York. 


St. Louis Mayor Hears From 
Chilton Exec on Ad Tax 

To the Editor: Attached hereto 
is a copy of the letter that I have 
addressed to the Hon. Raymond R. 
Tucker, mayor of St. Louis, which 
explains itself. 


* 

Dear Mr. Mayor: As a former St. 
Louisian and proud of it, and in- 
terested in the tremendous devel- 
opment of my home city, I am 
amazed to read in the papers about 
the proposed advertising tax. 

Advertising is the life blood of 
industry. It is the fuel that devel- 
ops steam and power in business. 
Taxing advertising is synonymous 
to applying the brakes while open- 
ing the throttle trying to go ahead. 
What line of reasoning was em- 
ployed in even considering such a 
proposal? 

While obviously the additional 
cost represented by the tax on ad- 
vertising will be passed along to 
the consumer, it might have a 
tendency to curtail advertising 
expenditures, such as national ad- 
vertising copy in your local news- 
papers, directories, outdoor adver- 
tising, etc. But more important, it 
might curtail advertising of local 
merchants, thus materially reduc- 
ing the traffic of customers that 
are brought into St. Louis from the 
surrounding territory to shop. This 
could have a disastrous effect on 
business in St. Louis, generally. 
I am hoping that the city fathers 
will give more careful considera- 
tion to this idea because if they 
do, they will discard it completely. 

P. M. Fahrendorf, 


Vice-President, Chilton Co., 
New York. 
7 * . 


Examples of Foreign Copy 
Show Rewrite Is ‘Must 

To the Editor: May I add testi- 
mony to the admonition of Felix 
Fluss (AA, Dec. 2)—‘“Don’t trans- 
late—rewrite foreign copy.” 

During ten years in the consular 
service, I witnessed a number of 
cases of “dictionary translation” 
which were not only embar*assing 


but also expensive to the adver- 
tisers. Some cannot even be re- 
ported in your family magazine, 
but among the more innocuous was 
the case of the advertiser who told 
Lebanese Arabs that his product 
was made of the finest cloth; un- 
fortunately, the same ad, run in 
Egyptian papers, became “made by 
the finest prostitutes.” Another ad- 
vertiser currently uses a word for 
his product which, when translated 
into Arabic, becomes a nasty four- 
letter word roughly translatable as 
“filth.” Yet another sent a num- 
ber of prints of a film called 
“Flight Over Africa,” with Ger- 
man-translated titles; the trans- 
lator, alas, did not know that the 
German dictionary word for flight 
has a ribald popular meaning. An 
ink manufacturer, warning his 
customers to “avoid embarrass- 
ment” told them, in Spanish 
translation, to “avoid pregnancy” 
by the use of his ink. And a pen 
manufacturer found that what is 
called “The Jotter” in "nglish 
advertising could and should not 
be so termed in Spanish. 

The moral seems to be that no 
foreign copy should be used until 
it has been checked by a bilingual 
native of the country in which the 
copy is to be used. 

Leslie L. Lewis, 

Editorial Director, The Dart- 

nell Corp., Chicago. 

e e 
‘SEP’ Chided Again 
for Its ‘Linguistic Slips’ 

To the Editor: Once more I feel 
obliged to tell the esteemed Satur- 
day Evening Post that her lin- 
guistic slip is showing. This time it 
is when she complin-ents herself 
in Malay (AA, Dec. 2. p. 61), stat- 
ing approximately “Sell Post to 
man who reads, tell to others.”’ The 
word Malayan is wrong; the lan- 
guage is Malay. The word for 
“others” is wrong; it is printed 
lian, but ought to be lain. 

I’m not exactly the Malay of the 
land, but it was easy to catch these 
errors. Mebbe the whole campaign 
is a gag, with one or more mis- 
takes planted in each language. 

Alexander McQueen, 

Human Interest Research, Chi- 

cago. 

° . . 


Fatt Praised for Stand 
in Kolynos Case 

To the Editor: Your factual re- 
port on the Arthur Fatt contre- 
temps with Kolynos (AA, Dec. 16) 
reflects very little credit to the 
company which, I venture to say, 
has lost a great deal of good will 
in the exchange. 

When Mr. Fatt stands on prin- 
ciple, as he did in his interview, 
he honors every practitioner of ad- 
vertising and, as a publisher, I 
would like to add my own voice to 
the congratulations I know he is 
receiving from others who feel the 
kind of pressure exerted by Koly- 
nos is detrimental to all American 
business. 

Mal Parks Sr., 

President, Parks Publishing 

Co., Chicago. 

. ° * 


Fool-Proof Slide Projector? 
‘Possible, but Costly’ 

To the Editor: Your interesting 
editorial about the use of slider 
and projector certainly merits a 
response from some sector of the 
industry. .. 

We long ago resolved the ques- 
tion of our clients’ convenience in 
inserting slides, by “keying” each 
slide by means of a simple and 
readily visible margin-mark on the 
mount. Even in the dimness of a 
darkened room, the mark is de- 
tected; and it provides an unfailing 
guide for picking up the slide and 
placing it correctly in the show- 
ing-frame of the projector. There 
may be other slide-makers, too 
who apply this simple and effec- 
tive device for your ease and con- 
venience in making presentations. 

You are right In assuming that 
it is by no means impossible to put 
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optical elements into a slide pro- 
jector for the purpose of neutraliz- 
ing the inversions (top for bottom, 
left for right) inherent in the 
transmission of the images by 
the camera-type of lens. 

The elements are not included, 
however, simply because it is not 
practicable to do so. 

Either a _ re-inverting set of 
lenses or a sequence of totally re- 
flecting prisms would probably add 
bulk and would certainly add sub- 
stantial extra cost to a projector. 
Either of these expedients would 
reduce—at least slightly—the 
transmission efficiency of the ma- 
thine. Even with the finest and 
costliest optics, there is some loss 
of intensity with every reflection 
or refraction. . . 

William Meyer, 

Williams & Meyer Co., Chi- 

cago. 

* . . 


Wrong Fold—Wrong Look 

To the Editor: Why, in my fa- 
vorite advertising publication, is 
there an ad showing a reproduc- 
tion of the publication folded in 
such a way that it does not re- 
sembie said publication (at least, 
I think that’s what I mean). 

Probably, most people receive 
AA folded from top to bottom as 


we do, and because of the bulk 
(and a staple) never folded as it 
is shown. 

By the way, I once worked for 
a company that produced, sold 
and displayed a buttermilk truck 
card that read, “Important to m™m- 
PORTANT people.” 

Bob Brueggemeyer, 
Promotion Department, Cin- 
cinnati Times-Star, Cincinnati. 


Last Word on ‘Preventive’ 

To the Editor: In answer to Jim 
Crawford of Des Moines who ques- 
tioned use of the word “preventa- 
tive” in a recent ad in AA (Voice, 
Nov. 25), I submit the following: 
Page 1960 of “Webster’s New In- 
ternational Dictionary” Second 
Edition, Unabridged, 1942 states: 

Preventative—n. Preventive;— 
an irregularly formed doublet. 

Preventive—n. Something that 
prevents or is preventive. 

As is so often the case in the 
game of “dictioneering” all we 
have to know now is what an “ir- 
regularly formed doublet” means. 
On Page 776 of the same dictionary 
I find: 

“Doublet: 10 Philol. One of two 
or more words in the same lan- 
guage derived by different eourses 
from the same original.” 

It would seem that it’s all a mat- 
ter of which groove you happen to 
be channeled ...or channelled in. 
(Page 449...same dictionary.) 

Peter W. Mesner, 

Copy Chief, Jessup Advertis- 

ing Co., Akron. 


Woolf's Copy Choice Backed 
by Sales Success Record 

To the Editor: Hats off to AA 
columnist James. D. Woolf. The 
Nov. 25 analysis explaining why 
Land O’Lakes four-color advertis- 
ing makes salesense, was one of 
the best forecasts we’ve seen in a 
long time. 

Apparently the Land O’ Lakes 
ads, which make salesense to 
Land O’Lakes, the Tribune, and 
Mr. Woolf, also have been making 
a lot of sense to Tribune readers. 

For, during the three years these 
four-color ads have been running 
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in the paper, Land O’ Lakes butter 
has doubled its share of the mar- 
ket; and increased its distribution 
by more than 200% among corpor- 
ate chains, and independent and 
co-op groups 

But the best verification of col- 
umnist Woolf’s insight came in 
our latest report from the Trid- 
une’s Consumer Panel, which 
shows that Land O’ Lakes butter 
has this month assumed first place 
in the metropolitan Chicago mar- 
ket. 

Thanks to Mr. Woolf for his 
complimentary remarks about 
Tribune full-color printing; and 
we cannot help but heartily agree 
with his findings that the Land O’ 
Lakes ad is “. . dignified, courteous 
and respectable. . .The artwork is 
excellent. . .The copy is expertly 
written. . .The ad is completely 
credible. . .” And it sells butter. 

Alvin W. Dreier, 

General Display Advertising 

Manager, Chicago Tribune, 

Chicago. 


Says TV Producers ‘Must 
Be Ready with the Unique’ 

To the Editor: The Eye and 
Ear Man’s comments in the issue 
ot Dec. 9 are so true they hurt. 

But when you say, “The nature 
of democracy is to wipe out in- 
dividualism,” I must take issue. 

Rather than enter into a long, 
boring philosophical dissertation, 
may I suggest that you read (or 
re-read) “The Organization Man.” 

Democracy is not of a fixed na- 
ture. It is a dynamic changing 
entity. 

“Conformity” is a phase through 
which we are passing. Not many 
years ago “Individualism” was 
popular. It will again become the 


vogue. It will. . .or we will stag- 
nate. 
Your conclusions about the 


state of television entertainment 
are most certainly accurate. We in 
the business of producing and sell- 
ing the stuff, perhaps more than 
anyone, are reminded every day 
of their accuracy. 

But we are also reminded that 
entertainment comes and goes in 
cycles. And because of this we 
know that there is always that 
magic moment when a producer 
with a bold, new idea gets to- 
gether with a sponsor who is will- 
ing to gamble. Then a new cycle is 
born. 

That is why it is so important 
for producers of tv film to be ready 
to augment the standard with the 
unique. That is why, financially, 
we cater to the market while 
artistically, and hopefully, we 
stand waiting with the new idea. 

Robert I. Holt, 

Advertising Director, Gross- 

Krasne Inc., Hollywood, Cal. 

. am . 


Harvard Business Class 
to Use AA Articles 

To the Editor: I wonder if I! 
might have your permission to re- 
produce for classroom use the fol- 
lowing two articles carried in 
ADVERTISING AGE: 

1. “Top Flight Women Copy- 
writers Pick Outstanding Ad 
Campaigns of the Year Just 
Passed,” Page 74, March 25, 1957; 

2. “Best TV Commercials for °57 
Picked by AA’s Eye and Ear Man” 
Page 64, Sept. 16, 1957. 

I would like to reproduce these 
articles in mimeograph form to use 
as reading material in our Adver- 
tising II course which I teach. 

Joseph W. Newman, 

Assistant Professor of Business 

Administration, Harvard Uni- 

versity Graduate School of 

Business Administration, Bos- 

ton. 


a - os 
Will Food Retailing Shift 
Change Ads, Weiss Asked 
To the Editor: After reading 
Mr. Weiss’ interesting article, 
“Will Tomorrow’s Food Volume 
Be Done in Non-Food Outlets?” 


(AA, Dec. 9), it seems to me that 
we are experiencing a full swing 
of a cycle, i.e., a return somewhat 
to the old general store. 

Immediately, questions are 
posed. Of great import at the grass 
roots level, does this cycle blare 
forth in stentorian tones the di- 
munition in physical number of 
retail outlets? Just how will 
this changing pattern of marketing 
affect advertising media? 

I would like to see a follow-up 
article showing the direction Mr. 
Weiss expects national and local 
advertising will take to conform 
with the pattern. 

Paul Bennett, 

Announcer, WKIT Inc., Gar- 

den City, N.Y. 


Selling the Store Is Main 
Job, Reader Tells Bedell 

To the Editor: Mr. Bedell had 
best get a little better acquainted 
with authoritarians. We have yet 
to hear of one whose pronounce- 
ments were not based on “firmly 
established principles that grew 
out of vast experience and re 
search.” 

Furthermore, the department 
store (AA, Dec. 2) whose vitamin 
ad did not do all that it should 
(granted) was still doing 100% 
the main job any department store 
ad should do—sell the store. The 
advertisers’ money department 
stores spend is advertising allow- 
ances they have earned. They 
earned it in the first place because 
they sold the store to the public. 
What better way to spend it than 
by selling the store, though it may 
be by mood and continuity of 
advertising style only? Mr. Bedell 
better get his eyes off them trees. 

Tom W. Cowdery, 
ma Biddle Co., Bloomington, 


Detends Spread Criticized 
in Creative Man’‘s Corner 


To the Editor: I hope that “The 
Creative Man’s Corner” is not 
beginning to bend over backward 
to stretch an ad out of shape so 
that he can take a pot shot at it. 
It seems to me that the American 
Airlines ad which the Creative 
Man takes apart on Page 86 of 
the Dec. 9 issue of ADVERTISING AGE 
is clear and well put together. 

I cannot understand why there 
should be so much question in the 
mind of the Creative Man, regard- 
ing such smal] items as overcoats 
and “collapsed Scotch cooler.” 

The “Corner” is certainly not 
this hard up for examples of poor 
advertising. We all see hundreds 
of ads each day which certainly 
could be criticized before the one 
mentioned in the Dec. 9 issue. 

Cc. J. Penniman, 
Chicago. 


Publisher Seeks to 
End Canadian Ban 
on ‘Peyton Place’ 


has appointed Louis J. Hoffmann 
financial advertising manager. 
Business manager of the old St. 
Louis Star-Times until the sale of 
the paper in 1951, Mr. Hoffmann 
most recently has been a vp of 


Ortawa, Dec, 24—The pubiisher | Central States Paper & Bag Co. 


of “Peyton Place”—racy novel 


which hit U.S. best seller lists— Bailey Joins ‘Post’ 


is making a new and unprece- 
dented attempt to get the book off 


Morton Bailey Jr., son of the late 


the Canadian government’s black- Morton Bailey, Curtis Pubiishing 


list. 


Co. vp and ad director of The Sat- 


Dell blishi urday Evening Post, has joined the 
legal gc a “ty rts acaeal New York ad sales staff of the Post. 
to the Tariff Board the Revenue| © was formerly with Sawyer- 
Department’s ruling of last spring | * T845°"- a . 


refusing import of the novel on the | ined in 1948. 


Jaeger Joins B. D. Adams 


grounads it is immoral and indecent. 
“Peyton Place”—a tale of life 
and morals in a New England town 


Marion Jaeger, formerly account 


—was banned under Section 1201|exec with Morey, Humm & War- 
of the Revenue Department’s tariff| wick, has joined Burke Dowling 


regulations, which refuses import |Adams Inc., New York, as director | | 


of “treasonable or seditious or im-|of fashion and home furnishings. 


moral or indecent” publications. 


She will head a new department 


The publisher of the novel car-|servicing the Curon division of Cur- 
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Wooster Promotes Johnson 

Guilford G. Johnson, advertising 
director of Wooster Rubber Co., 
Wooster, O., for the past nine 
years, has been named gen- 
eral merchandising manager. Mr. 
Johnson’s new duties will include 
supervision of sales promotion pro- 
grams. 


ASK A BRAN (AM MAN 


ried its fight to the then minister 
of revenue—Dr. J. J. McCann—but 
the ban remained. 


= Now it has decided to take the 
battle to the Tariff Board, a body 
usually concerned with evidence 
on less sophisticated matters such 
as textiles, rubber footwear and 
vegetables. 

Freviously no publisher has tak- 
en an appeal against a book ban 
beyond the ministerial level. 

The book ban appeal will have 
to wait some time for a hearing. 
Presently before the board are a 
number of references termed ur- 
gent by the Conservative govern- 
ment. There were _ indications, 
shortly after the new government 
took over last summer, that Rev- 
enue Minister George Nowlan 
might be headed towards a loosen- 
ing of book banning policy. He 
allowed import of several maga- 
zines which had been blacklisted 
by the previous administration. + 


Schwartz Named Ad Manager 
Sun Chemical Corp., Long Island 
City, N. Y., has appointed Morton 
H. Schwartz ad manager of its 
paints and finishes group. He will 
handle the ad programs of the 
A. C. Horn companies, Sun Chem- 
ical subsidiaries, that make up the 


tiss- Wright end other accounts. 


| Since 1940, 1,318,778 farms have been | 
| absorbed by today’s new type of farmer. / 
He is the business farmer, the commercial 


product of the 
- revolution in 
Bf agriculture -: 


paints and finishes group. 


Hewitt Heads CBS Film Office 


farmer, the professional farmer . . . produc- | 
_ ing 78.8% of all farm income. ; 
_ | In just three years, Poultry Tribune’s aver- 


Edward E. Hewitt has been 
named manager of the San Fran- 
cisco office of CBS Television Film 


Sales, replacing Glenn H. Ticer, 
who is retiring after 16 years with 
CBS. Before joining CBS Film, Mr. 
Hewitt was a salesman with KGO- 
TV, San Francisco. 


Hoffmann to ‘Globe-Democrat’ 
The St. Louis Globe-Democrat 


Denver Retailers point 
the way to 

more effective 

media selection 


for you... 
( 


“Good Morning” Newspaper 


Represented by General Adv. Dep't., SCRIPPS-HOWARD NEWSPAPERS 


FIRST in 9 important Media Records 
retail classifications with 2,569- 
633 lines, 58.7% of all linage in 
these classifications, first 10 months 
of 1957. 

Medio Records 


_age farm subscriber has increased his acre- 
, age 44% and enlarged his poultry enterprise | 
by 39%. Here is 
specialized business farmer . 
ests are best served by specialized business 
_ magazines such as Poultry Tribune. May we 
_ send you our new booklet, 
_ Farming Is a Business? 


the new type of farmer, the | 


. . whose inter- 


LESLIE A. WATT 
President and Publisher 


~ WATT PUBLISHING CO. 


Sandstone, Building | Mount Morris, | Winois 
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McCourt to Campbell-Mithun 
David K. McCourt, formerly 
» Carnation Co. in Los Angeles, 

where he was advertising manager 

f the fresh dairy products divi- 
no, has been named account ex- 
itive of Campbell-Mithun, Min- 
polis. 


Singleweight Quantity 5x7 
glossy 25 $ 2.75 ; ioe 
prints 50 4.50 6.00 
100 8.00 9.50 
250 17.50 22.50 
mR .-4 30.00 42.50 
; 75.00 
Negative 1.18 1.65 
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59 E. Iinols $t., Chicago 11, I. 
Whitehall 4-2930 


Convair Push for 
New Jet Uses Foil 


Insert, Tie-in Ads 


San Dreco, Dec. 26—Convair, a 
division of General Dynamics 
Corp., will supplement the current 
advertising campaign for its new 
jet transport, the 880, with a four- 
page insert in the January issue of 
Harper’s Bazaar. 

The insert, printed on Reynolds 
aluminum foil, will be the basis 
of a merchandising campaign 
through 50 of the nation’s leading 
department stores. The merchan- 
dising campaign and insert were 
created by Carson/Roberts Inc., 
Los Angeles, which serves as mer- 
chandising consultant to Convair. 
Convair advertising is handled by 
Buchanan & Co. 

The Harper’s Bazaar ad is keyed 
to the magazine’s January theme, 
“Fashion on a new plane.” Ac- 
cording to the agency, foil is used 
to convey the luxury of the 880, 
said to be the world’s fastest air- 
liner. 

Tying in with the medium, at no 
place does Convair show the actu- 
al plane. Using a symbolic concept, 
the center spread of the insert 
shows a high fashion figure with 
an abstract background of birds- 
in-flight, printed in six colors. 


= The theme will also be used by 
the department stores in windows, 


IS GNU YEAR- 


Not ~ more than any other year. 
But unlike the gnu, you can make 
1958 an especially happy year by 

ulting your sales message on 

BNS Radio. There you can 
speak “people talk” to $3,034,624,- 
000.00. You're sure of lots of lis- 
teners on the hoof. That's because 
WBNS Radio is first according to 
Pulse in 315 out of 360 quarter 
hours, Monday through Friday, 6 
A.M. to midnight. Ask John Blair. 


WBNS RADIO 


COLUMBUS, OHIO 
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play. Stores will be furnished with 
a blow-up of the center spread of 
the insert, two and a half times ac- 
tual size, for use as a display back- 
drop. 

Each store will also receive 100 
sets of the ad’s six birds for use as 
mobiles. An aluminum foil model 
of the 880 is a part of the promo- 
tion kit. 

According to Ralph Carson of 
the agency, the ad and store dis- 
plays are planned to reach women 
who have “traditionally played a 
key role in making vacation deci- 
sions. Airlines throughout the 
world appeal to women because of 
their influence on family travel 
plans.” 

The ad is also designed to play 
up the use of the foil for printing. 
Copy is at a minimum, and fashion 
is stressed to indicate “unques- 
tioned luxury.” The model pic- 
tured wears non-merchandised 
evening wear. 

The sales message is limited to 
this copy in six-point type: “In 
luxurious comfort at nearly the 
speed of sound, passengers in the 
Convair 880 transport will meas- 
ure travel time in minutes—not 
hours. In winter cold or summer 
sun, these passengers indeed will 
contemplate a shrinking world . 
a world in which busy schedules 
will span a continent, or an ocean, 
in an afternoon or morning. Air- 
lines of the world, such as TWA, 
Delta, Real Aerovias (Brazil), 
Transcontinental S/A by 1960 will 
be flying the four-engine 880s, a 
product of the Convair Division of 
General Dynamics Corp.” # 


Lau Names Kircher, Helton 

Lau Blower Co., Dayton manu- 
facturer of industrial blowers and 
residential cooling and exhaust 
fans, has appointed Kircher, Hel- 
ton & Collett, Dayton, to handle its 
advertising. Hutzler & Long, Day- 
ton, previously handled the Lau 
account. 


In selling stationery and office equipment 


Se 


The DEALER (and his salesmen) DETERMINES THE BRAND 


As the recognized authority on office supplies 
and equipment in his community, the dealer is the 


basic influence on brand selection. The dealer — and 


his salesmen — are the people you must sell 
to move your merchandise at the retail level! 


any OA office for $5. 


Write teday fer your own OA Sales 
Planning Handbook, the first authoritative, 
census-based study of the office equip- 
ment industry ever made. Available from 


OFFICE APPLIANCES IS THE MAGAZINE THAT SELLS HIM BEST! 


Orrice ApPLIANCES 
— 600 W. JACKSON BLVD., CHICAGO 6, WL. - 


@ , 


Of anngpsasliomsesl Cassie the: Pricradt 


newspaper ads and interior dis- | 


tice-Hall, 


Advertising Age, December 30, 1957 


FASHIONABLE—“Fas.:‘ion on a new plane” is the January Harper’s Ba- 
zaar theme to which this Convair ad is keyed. The center spread of 
the aluminum foil four page insert is shown here. 


Appliance Makers 
Agree to Forswear 
‘Good House’ Claims 


WASHINGTON, Dec. 24—The Fed- 
eral Trade Commission today ac- 
cepted a consent settlement from 
two Bronx appliance manufactur- 
ers who were accused of falsely 
representing that their products 
were advertised in or guaranteed 
by Good Housekeeping. 

The order, against Century Prod- 
uct Works and Century Enter- 
prises, requires the companies to 
avoid such statements in the fu- 
ure. It also forbids them to pre- 
ticket their products with fic- 
titiously high prices, out of line 
with the normal selling prices .for 
the products. 

Under the consent settlement 
procedure, the companies agree to 
abide by FTC’s requirements but 
are not required to admit breaking 
the law in the past. + 


Katz Sales Book Published 

“How to Make the Most of Your 
Sales Territory,” by Julius H. 
Katz, has been published by Pren- 
New York. Mr. Katz, 
who has been selling for many 
years in Europe and the U.S., gives 
practical advice to career salesmen 
for taking full advantage of the 
many ways a territory can become 
more lucrative. Price is $4.95. 


Gratlex Assumes SVE Function 

Graflex Inc., Rochester, N.Y., 
will assume responsibility of mar- 
keting all audio-visual equipment 
previously distributed by its sub- 
sidiary, Society for Visual Educa- 
tion, after Jan. 1. SVE will con- 
tinue to produce and distribute 
slides and film strips for educa- 
tional and religious use. 


Van Nortwick Joins Crawford 


Loren Van Nortwick, formerly 
national sales manager for Dodge 
trucks, Chrysler Corp., has been 
named general sales manager of 
Crawford Door Co., Detroit. Mr. 
Van Nortwick succeeds William 
Hughes, who has been appointed 
head of distribution and field rela- 
tions for Crawford. 


Sauer Names VanSant Agency 
C. F. Sauer Co., Richmond, Va., 
maker of Sauer’s spices and ex- 
tracts and Duke’s mayonnaise, 
salad dressings and cooking oils, 
has named VanSant, Dugdale & 
Co., Baltimore, to handle its adver- 
tising. J. Gordon Manchester Ad- 
vertising Agency, Washington, pre- 
viously handled the account. 


ABP 


aw YORK Los 


ANGELES 


| SAN FRANCISCO 


Colle Adds Sunset Co. 
| Alfred Colle Co., Minneapolis, 
| has been appointed to handle ad- 


vertising and sales promotion for | 
Sunset Equipment Co.’s line of 


farm bulk milk coolers. 


Hurter Joins Gas Co. 

Jerry Hurter has been appointed 
director of advertising and media 
services by the Cincinnati Gas & 
Electric Co. and its subsidiary, 
Union Light, Heat & Power Co., 
Covington, Ky. He formerly was 
editor and general manager of the 
Covington Times-Star. 


Lemperly to Maclean-Hunter 
Charles L. Lemperly, formerly 
midwestern manager of Stanley 
Publications, business paper pub- 
lisher, has joined the western 
area sales staff of Rock Products 
and Concrete Products, both pub- 
lished by Maclean-Hunter Publish- 
ing Corp., Chicago. 


Lawrence Joins Vogue Dolls 
G. J. Lawrence has been named 
director of advertising and sales 
promotion of Vogue Dolls, Med- 
ford, Mass. Mr. Lawrence, former- 
ly advertising dizector of Alexan- 
der Smith Inc., succeeds William 
H. Roberts Jr., who resigned. 
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the 
sound 
difference 

in 
nighttime 

radio 


Let Program PM make a sound 
difference in your sales. Call your 
PGW “Colonel,” or the Sales 
Manager of WBZ+WBZA, Boston 
-. KDKA, Pittsburgh .. . KYW, 
Cleveland ... WOWO, Fort 
Wayne... KEX, Portland 


WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 
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Cpectocala 


rHI-F! SHOW 


oe COLUMBIA ® 


(iBenssion rate | 


PARTICIPANTS—Cooperating hi-fi manufacturers in Polk Bros. super 

Chicago promotion (AA, Dec. 16) are dividing credit on the outdoor 

posters; this one is for Columbia. Other manufacturers included are 

Admiral, Philco, Motorola, RCA Victor, Webcor, Zenith and three 

imports, Braun, Grundig Majestic and Seimans. Kuttner & Kuttner 
is the coordinating agency. 


Coca-Cola Sues Pepsi in Britain 
for Using Bottles ‘Resembling Coke's’ 


Judge Refuses to Issue 
Injunction Banning Use 
of Wasp-Waist Bottles 


Lonpon, Dec. 24—The Coca- 
Cola Co. of America is taking legal 
action to restrain a competitor in 
Britain, Pepsi-Cola Ltd., from al- 
legedly “passing off” its product in 
bottles which Coca-Cola claims are 
“got up” to resemble Coke bottles. 

A spokesman for the Coca-Cola 
Export Corp. told ADVERTISING AGE 
the action would come before the 
court in three or four months. 

As a preliminary to the hearing 
of the action, the Coca-Cola Co. ap- 
plied for an interlocutory injunc- 
tion restraining Pepsi-Cola from 
using the bottles. Mr. Justice Har- 
man refused the injunction. 

Geoffrey Tookey, Queen’s coun- 
sel, acting for Coca-Cola, said the 
firm had used a bottle of distinc- 
tive design, which for 30 years had 
remained substantially unchanged. 
It had a pronounced “waist” and 
bore no labels. It carried the Coke 
trademark on the crown cork. 


s The “get up” of the bottle, said 
Mr. Tookey, was tremendously im- 
portant. It enabled the product to 
be immediately recognized. 

He told the judge that until re- 
cently Pepsi-Cola—Coke’s keenest 
rival in Britain—had marketed its 
product in a bottle that was easily 
distinguishable. It was plain and 
had straight sides and bore two 
colored labels. 

The design of the Pepsi bottle, 
he alleged, was now being changed. 
The labels had disappeared and 
there could not be a bottle much 
closer to the Coke bottle in design, 
he said. 

When the judge was told that 
60,000,000 bottles of Coca-Cola 
were sold each year in Britain, he 
asked: 

“Does every Englishman drink 


= 
aa 
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LEE MOSS, vp and sales manager of 
the vacuum cleaner division of 
Landers, Frary & Clark, New 
Britain, Conn., maker of Universal 
appliances, has been named direc- 
tor of marketing of the company. 


two bottles of Coca-Cola each 
year?” 

Mr. Tookey replied: “Probably 
people have a different partiality 
for it.” 


= Sir Andrew Clark, Queen’s 
counsel, represented Pepsi-Cola in 
opposing the application for an in- 
junction. 

He said the new Pepsi bottle had 
been adopted quite openly and for 
purely economic reasons. Samples 
of the bottles were handed to the 
judge for his examination. 

Mr. Justice Harman said it was 
true that the bottles were very 
much alike. But to keep the new 
Pepsi-Cola bottles off the market 
would mean upsetting the compa- 
ny’s trade for two or three months. 
He therefore refused the applica- 
tion for an injunction. 

If the Coca-Cola Co. had suf- 
fered damage, said the judge, they 
must, in the circumstances, be con- 
tent to go on suffering it until the 
action came to trial. 


HOPE TO SETTLE SUIT 
SOON, PEPSI-COLA SAYS 


New York, Dec. 24—-A spokes- 
man for Pepsi-Cola International 
confirmed here that Coke had filed 
suit against Pepsi in Britain. 

He added, however, that the 
company has high hopes of settling 
the suit in the near future. He said 
that Donald Kendall, president of 
Pepsi International, and John 
Rhodes, marketing vp, are current- 
ly in Europe, “where one of their 
concerns is this suit.” 

He also said that the new bottle 
being introduced by Pepsi in Bri- 
tain has not been used by the com- 
pany anywhere else in the world. 
He said it was designed by the 
British bottler, Schweppes Ltd. # 


Chicken of the Sex Buys 
Time on 4 Net TV Shows 
Chicken of the Sea tuna has pur- 
chased time on four daytime net- 
work television shows in January 
—“Queen for a Day” (NBC), “It 
Could Be You” (NBC), “The Ver- 
dict Is Yours” (CBS) and “As the 
World Turns” (CBS). Erwin Wa- 
sey, Ruthrauff & Ryan, Los An- 


| geles, is the agency. 


'|DeFreitas Promoted to S.M. 


Robert F. DeFreitas, for the 
past four years central district 
manager, has been promoted to 
sales manager of Wood & Wood 
Products and Food Packer, pub- 
lished by Vance Publishing Corp., 
Chicago. 


Torosian Joins Weiss 

Charles G. Torosian, formerly a 
designer with O’Grady & Payne, 
Chicago art studio, has joined Ed- 
ward H. Weiss & Co. as an art 
director. 


The Times also held first 
place for the first 9 
months of 1957. 
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St. Petersburg Times 


FLORIDA'S BEST NEWSPAPER 


Represented Nationally by 
THE BRANHAM COMPANY 
Chicago @ Atlanta @ Memphis ® Miami @ Los Angele: 
@ St. Lovis © Charlotte @ San Francisco @ Detroit 
@ Dallas @ New York 
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All This and a Tattoo Too... 


Chesterfield Joins Philip Morris 
Brands, Camel in Ad Virility Derby 


Chief Variations: Model 
is Named or Unnamed 
Pro or ‘Real’ Person 


By Maurine Christopher 

New York, Dec. 24—If you 
come in late on a cigaret commer- 
cial these days, it’s pretty hard to 
tell what brand the strong, solid- 
looking man on the tv screen is 
smoking. 

Is that rugged character who 
smokes as he works or plays a 
Marlboro man, a Camel man, a 
Chesterfield man, a Philip Morris 
man or a Parliament man? 

The chances are you won't 
know until the audio makes it clear 


et Se 


Texaco 
es 
buying 


the 
sound 
difference 

in 
nighttime 

radio 


Let Program PM make a sound 
difference in your sales. Call your 
PGW “Colonel,” or the Sales 
Manager of W8Z+ WBZA, Boston 


.. KDKA, Pittsburgh .. . KYW, 
Cleveland ... WOWO, Fort 
Wayne . . . KEX, Portland 


WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 


or until there is a closeup of the 
package. Unless, of course, you are 
very familiar with the copy line or 
have seen the commercial several 
times before. 

He may be a farmer, jet pilot, 
logger, Coast Guardsman, con- 
struction worker, ski patrolman, 
fireman, truck driver, cowboy, 
cabbie, steel worker, diver or ar- 
chitect. But he’s sure to be a rough- 
hewn, substantial-looking type of 
the sort that attracts women with- 
out antagonizing men. 


® It’s a little difficult to pinpoint 
the start of this trend toward pho- 
tographing he-men in real situa- 
tions as a means of selling cigarets. 

In most people’s minds this 
technique, as currently practiced 
on television and in print, dates 
back a couple of years or so ago to 
the time when Philip Morris Inc. 
and Leo Burnett Co. set out to con- 
vert Marlboro from a_ female- 
tainted cigaret to a brand with a 
strong male connotation. 

This purpose was accomplished 
in record time, thanks to some of 
the most masculine looking males 
ever corraled for advertising duty. 
These Marlboro men, most of 


DID HE START iT?—Marlboro’s use of 
strong male faces to remove the 
last traces of a feminine taint from 
what used to be a cork tipped cig- 
aret is now advertising history. 


whom were non-models selected 
by the agency because they leoked 
like the typical cowboys, swim- 
mers or men about town, general- 
ly turned up in print wearing tat- 
toos. Their strong faces were 
scouted by photographers; some of 
them came from the agency itself, 
some from the company and oth- 
ers from the outside. 


s When Marlboro turned to tv, the 
same general types were spotlight- 
ed in the film commercials. But 
this time the men were Hollywood 
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CHESTERFIELD MEN—Here is a photo from Chesterfield’s tv realism 
campaign showing men from a freighter crew. They are not identi- 
fied by name on the air. 


actors who looked like typical cow- 
boys, divers, pilots, etc. Each of the 
men—in voice over—tells a little 
about himself and then tells why 
he chooses Marlboro, always man- 
aging to work in the “filter, flavor, 
flip-top box” story among his 
reasons. 

The development of the plot is 
somewhat different, but the basic 
selling theme is very similar for the 
other two principal Philip Morris 
Inc. brands. With Philip Morris 
cigarets, the tag line is “He’s a na- 
tural”; with Parliament it’s “Strike 
up a friendship.” But in either case 
the men who star in the commer- 
cial vignettes look as though they 
could easily qualify as Marlboro 
men. 


= One of the Philip Morris’ “nat- 
urals” is a square-jawéd driver 
who handles his trailer with the 
ease of a small boy parking his 
scooter. Others are tugboat crew 
members with a ruddy outdoor 
glow and carefree ranch workers. 
A typical Parliament “Strike up a 
friendship” meeting takes place at 
an airport, when one pilot gives 
another a cigaret. 

The people who participate in 
these commercials are, for the 
most part, actors. N. W. Ayer & 
Son (Philip Morris) and Benton & 
Bowles (Parliament) both look for 
actors who have had some actual 
experience—perhaps as hobbyists 
—in the field in which they are 
going to be cast. A small number of 
the Philip Morris films were maae 
by non-performers—firemen, steel 
workers, etc.—who merely had to 
play themselves as they smoked. 

Ayer, however, much prefers to 
find an actor who looks like a 
truck driver to a real truck driver, 
since the “real” people “become 
too self-conscious and try to act” 
once the camera starts rolling. 


= The opposite point of view is|# 


held by a couple of other big to- 
bacco spenders, who are also using 


this realism technique with pre- 
dominantly masculine casts. 

For its “Have a Camel, have a 
real cigaret” films, R. J. Reynolds 
uses real people—that is, not ac- 
tors or models—and tells exactly 
who they are. And usually where 
they live. 

A William Esty Co. representa- 
tive insists that the Camel cam- 
| paign should not be compared with 
the others. “Nobody’s doing what 
we’re doing,” he asserted. “Every 
person in our commercials is iden- 


CAMEL MAN—When it comes to rug- 
ged smokers Camel defers to no- 
body. Here is farmer Tom Howell 
of Roll, Ariz., who is featured in 
one of the Camel tv commercials. 


tified. There is no doubt as to who 
he is and what he does.” And all, 
he said, are Camel smokers. 

This agency man thinks it is in- 
accurate to date the he-man real- 
ism trend back to Marlboro’s ef- 
fort to switch from a panty-waist 
to a two-gun appeal. 


“We were using real men long 
before Marlboro ever heard of a 
tattoo,” he told ADVERTISING AGE. 


LANSING 


MICHIGAN 


Capital City 
of Michigan — 


atively new in the 


budget in The State 


FURNITURE DEALER 
BUILDS APPLIANCE SALES 


With NEWSPAPER ADS 


“Frankly, | was skeptical when | first tried large space 
advertising in The State Journal one year ago. | was rel- 


using radio spots with some success. Now, after a full 
year of weekly ads, | am placing 80% of my 


appliance business to a top spot in the Lansing area.” 


Only The State Journal Covers Capitaland 


), THE STATE JOURNAL | 


appliance business and had been 


advertising 
Journal. it has helped to build my 


ROBERT DELOACH 
Bob DeLoach, Home Furnishings 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW VER-FERGUSON-WALKER COMPANY 


As evidence, he mentioned ads 
back in 1954 which used Howell 
Conant, the underwater photo- 
grapher, and Skeets Coleman, the 
Navy flyer—and before that, of 
course, the ball players. 

Since they are to be identified, 
Camel exercises extreme care in 
the selection of its “real men.” 
They must look the part; they usu- 
ally are leaders in their fields, and 
they must be men who enjoy 
smoking Camels and show it. 

If such people are selected, it is 
no problem to make natural look- 
ing films of them as they go about 
their work, Esty reports. Nor has 
it been difficult to get such people 
to agree to be on television. 

Most people rather enjoy the 
idea of getting to see themselves 
on bigtime television—once they 
are convinced that the commercial 
will be in fine taste and that they 
can do what is expected of them. 
The smokers do not talk; a profes- 
sional actor or announcer handles 
the commentary. 

And then, of course, nobody ever 
objects to picking up a little extra 
money. The non-actors who play 
themselves in these commercials 
get paid Screen Actors Guild mini- 
mums. In most cases that means 
$140 for each 13 weeks of use. 


® The latest cigaret brand to jump 
on the realism bandwagon is Chest- 
erfield, which has been featuring 
its new “men of America” series 
on several of its network tv shows. 

McCann-Erickson says all the 
“men of America” are real people, 
playing themselves. However, un- 
like the Camel men, they are not 
identified by name. 

The Chesterfield films feature 
ranchers, freighter crewmen, lum- 
bermen, Coast Guardsmen and to- 
bacco farmers. They do not talk; 
they merely light up and smoke as 
they go about their jobs or relax 
between chores. 

For audio, Chesterfield recorded 
a catchy chant, with partly sung 
and partly spoken lyrics, explain- 
ing in ballad fashion what is going 
on in the films and why the men 
chose Chesterfield. # 


National Tea Promotes 
Corwin, Fahlberg 


National Tea Co., Chicago, has 
named Robert S. Corwin general 
manager of the company’s Detroit 
branch. He had ‘been assistant Chi- 
cago branch manager in charge of 
merchandising, and prior to that 
was sales and advertising manager 
of the Detroit branch. 

Mr. Corwin will be succeeded in 
Chicago by Lou C. Fahlberg, who 
was sales and advertising manager 
of the Chicago branch. Mr. Fahl- 
berg will be succeeded by Melvin 
Fraisl, formerly Chicago district 
sales manager. 


‘Teen’ Boosts Guarantee 

Peterson Publishing Co., Los An- 
geles, has boosted the circulation 
guarantee of Teen magazine from 
125,000 to 200,000 with no increase 
in advertising rates, effective with 
‘he March issue. 


Anderson Joins Odlin 

Robert P. Anderson has acquired 
an interest in John W. Odlin Co., 
Worcester, Mass., agency. He for- 
merly was assistant advertising 
manager of Norton Co., Worcester. 


———— 
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Dutch Airline’s Shift 


to EWRR Is 


(Continued from Page 1) 
having it proceed actively with the 
handling of our account as origi- 
nally planned.” 

EWRR’s New York office will 
proceed with future planning of 
advertising in this country and at 
the same time will direct KLM’s 
advertising in the Caribbean and 
in Central and South America. The 
agency’s London office will han- 
dle the airline’s advertising in oth- 
er world markets outside of Hol- 
land. Smit’s Reclame Advies-en 
Service Bureau N. V. will continue 
to service the account in the Neth- 
erlands. 


= “Since we have a high regard 
for the Hoyt agency,” Mr. Koele- 
man said, “and as our plans to 
change here in the U. S. were 
prompted by the desire to coordi- 
nate our advertising on a world- 
wide basis, we have naturally tak- 
en the logical step, under the cir- 
cumstances, of asking Hoyt to con- 
tinue with us at this time.” 

At KLM, a spokesman told an 
ADVERTISING AGE reporter that no 
time limit has been set on the post- 
poned appointment. 


s At EWRR, Jere Patterson, exec 
vp in charge of the New York of- 
fice, also called the KLM move “a 
postponement,” indicating that he 
is hopeful of retrieving the ap- 
pointment. But he conceded that it 
is possible that Hoyt is back on the 
account for good. 

KLM’s decision to remain at the 
Hoyt agency for the time being 
does not affect other moves re- 
cently made. The EWRR office in 
London already has succeeded W. 
S. Crawford Ltd. as KLM’s British 
agency, and the airline’s world- 
wide advertising is being coordi- 
nated by EWRR, via the London 
and New York offices. Smit’s Ad- 
vertising, in Amsterdam, will con- 
tinue to service the account in the 
Netherlands. 

KLM’s worldwide advertising 
budget is in excess of $2,000,000. 


8 Loss of KLM’s U. S. billing—-if 
that’s what is in the wind—would 
follow a_ strange sequence of 
events at the merged agency. 
Much of the solicitation work for 
the account was done earlier this 
year by Robert O’Donnell, of Er- 
win, Wasey, who also happens to 
be an ex-R&R man. 

The agency offered the airline 
international coordination of ad- 
vertising and a personnel team 
headed by Mr. O’Donnell. John 
Keavey was brought over from 
Trans World Airlines to form part 
of this team. 

When the appointment was 
made, effective Jan. 1, Mr. O’Don- 
nell was named account supervi- 
sor, with Mr. Keavey serving as 
account executive. 


s In September, an EWRR con- 
tingent, headed by Mr. Patterson 
and including Messrs. O’Donnell 
and Keavey, flew to the Nether- 
lands to consult with the client on 
1958 plans. The group also visited 
the EWRR office in London. 

Upon its return frum Europe, 
the KLM account team found the 
agency in the throes of its reo: - 
ganization. One of the first to be 
let go in New York was Mr. O’Don- 
nell, putatively the KLM account 
supervisor. Mr. Keavey remained. 


= In Los Angeles; EWRR was 
named agency for Capri Equip- 
ment Co. Capri, which constructs 
swimming pools, now has distribu- 
tion in Southern California but 
plans to establish dealerships 
throughout the country in 1958. 


‘Delayed’ 


of sales and advertising, plans are 
now being formulated for the use 
of local and regional media, 
matching the company’s distribu- 
tion. # 


AFA Raises $50,000 
War Chest to Fight 
Municipal Ad Taxes 


New York, Det. 26—A war chest 
of $50,000 is being raised by the 
Advertising Federation of America 
to fight the spread of municipal 
taxes on advertising, such as has 
been imposed by Baltimore and 
proposed in St. Louis (AA, Nov. 
18, Dec. 9). 

C. J. Proud, AFA president, said 
that the organization is raising the 
money for a twofold purpose. 
“First,” he said, “the money is 
being raised to finance litigation 
to prove the Baltimore tax on ad- 
vertising is unconstitutional. Sec- 
ondly, we plan to use part of the 
funds raised to print a booklet 
which will outline or give a blue- 
print to local communities on how 
to organize community action to 
forestall detrimental local ordi- 
nances such as the Baltimore tax 
on advertising.” 


® The booklet is nearly ready for 
printing, Mr. Proud said, and it is 
expected to be released early in 
January. 

The $50,000, he said, is being 
raised through the national direc- 
tors of AFA and local advertising 
clubs. While admitting that the 
fund “has still a long way to go 
before it reaches its goal,” he said 
that satisfactory progress is being 
made. The Dallas, New York and 
Omaha advertising clubs, Mr. 
Proud said, already have made 
substantial contributions, and 
many more are expected to do so 
right after the turn of the year. # 


‘Business Week’ Names Three 
C. C. Randolph III, formerly De- 
troit district manager of Business 
Week, New York, has been ap- 
pointed to the new position of east- 
ern advertising sales manager. He 
will supervise the weekly’s district 
managers in Boston, New York 
and Philadelphia. At the same 
time, G. Robert Griswold, New 
York district manager of Business 
Week, has been named to replace 
Mr. Randolph in Detroit, and Fred 
R. Emerson has been appointed to 
the weekly’s New York staff. Mr. 
Emerson formerly was with Pe- 
troleum Week in Chicago. 


Pacquin Elects Junod V.P. 

Charles F. Junod has been elect- 
ed vp of Pacquin Inc., New York. 
Mr. Junod is general sales and ad- 
vertising manager. 


Brodley 


Holloway 


AANR ELECTS—Herbert W. Leinbach, 

over the presidency of the Philadelphia chapter of the American 

Assn. of Newspaper Representatives from Richard D. Hollowey, 

Story, Brooks & Finley, while other new officers look on. They are 

Henry Bradley, Hearst Advertising Service, vp, aid Richard Split- 
torf, Sawyer, Ferguson & Walker, secretary-treasurer. 


Splittorf 
Moloney, Regan & Schmitt, takes 


(Continued from Page 1) 
Week Magazine. These publications 
and others contacted by AA did 
not appear to be disturbed by Life’s 
announcement; none of the publi- 
cations indicated plans to speed up 
their closing dates. 


s Gibson McCabe, Newsweek vp 
in charge of sales, announced last 
spring a fast-break page at no extra 
charge limited to one advertiser per 
issue. “The advertiser tells us on 
Wednesday, gets copy to us Thurs- 
day and on Friday it is plated for 
inclusion in issue coming out the 
following Wednesday.” This serv- 
ice, Mr. McCabe said, is limited to 
advertisers who have legitimate 
late-breaking news, and to those 
who are late with copy anyway. 
Mr. McCabe said the plan was 
working well, “and in view of 
Life’s announcement we'll be re- 
minding advertisers of our fast- 
break service.” 


s At Business Week, Bayard E. 
Sawyer, associate publisher, said 
that the McGraw-Hill news weekly 
has no plans for stepping up its 
closing dates for advertising copy. 
Currently, plates have to be in 19 
days prior to publication date for 
black and one color ads. 

Howard Baldwin, advertising 
manager of The New Yorker, said 
the magazine gets a lot of orders up 
to Friday for the edition printed the 
following Monday. He added that 
there was no need for any service 
faster than that. 

U.S. News & World Report said it 
has no plans for pushing up its clos- 
ing time schedules, which are: Two 
weeks before date of publication for 
b&w and five weeks for covers and 
color inserts. These times are actu- 
ally shorter because the book goes 
on sale four days before the issue 
date, “meaning there is really a 
10-day closing date for b&w.” 

Street & Smith Publications “has 


THOMAS M. GREGORY has been named 
manager of geueral advertising of 


the Pittsburgh Post-Gazette. He 
formerly was assistant manager of 


According to William Allen, vp 


general advertising. 


no present plans for moving up its 
| closing dates. We haven’t even dis- 
| cussed it,” Arthur Z. Gray, presi- 
ident, said, “but that doesn’t mean 
we will never change them.” 


® Look has “no plans at the mo- 
ment” to alter its ad copy deadline. 
|Look’s b&w advertising closes the 
fifth Friday before on-sale date, 
which is every other Tuesday. 
There are occasional shorter clos- 
ings for extending late copy. In- 
creased costs involved in exten- 
sions are borne by advertisers. 

It was learned that Curtis Pub- 
lishing Co. is considering faster 
closing dates. At present, Curtis 


magazines have the following 
schedules. 
Post—color, seventh Monday 


preceding issue date; b&w, fifth 


Magazines Greet ‘Life’ Announcement of 
Late Closing Color Without Excitement 


| tenth day of second month preced- 


Saturday preceding issue date. 
Journal—color, first day of second 
month preceding issue date; b&w, 


ing issue. Holiday—color, 25th day 
of third month preceding issue 
date; b&w, first day of second 
month preceding issue date. 

Faster closings are not infre- 
quent, it was learned. 

James Haughton, of TV Guide, 
said Life’s announcement ad which 
listed closing dates of leading mag- 
azines cnd newspapers, failed to 
point out that TV Guide has two 
b&w closing dates, 26 days (which 
was mentioned by Life) for nation- 
al and 12 days for local programs. 
Guide requires 43 days for four- 
color ads. No changes are planned 
at this time, he said. 

Time Inc. expects no change “in 
the immediate future” in the clos- 
ing dates of its magazines other 
than Life. Both Sports Illustrated 
and Time have a closing date 15 
days ahead of the on-sale date—al- 
though on special occasions Time 
has handled b&w ads five days 
ahead of on-sale. 


® In Des Moines, Meredith Pub- 
lishing Co. said the company has 
made no specific plans to speed up 
closing dates for Better Homes & 
Gardens and other Meredith pub- 
lications. 

However, the company pointed 
out that it has ordered two new 
high-speed six-color Goss presses 
and other improved equipment 
which will be installed in its new 
plant as part of a $10,000,000 im- 
provement program. “Closing dates 
may be shortened later but there 
are no plans now for such a move,” 
Meredith said. 

BH&G’s closing dates for two- 
color and four-color ads are the 
27th of the third month preceding 
date of issue. Its closing date for 
b&w ads is the fifth of the second 
month preceding date of issue. # 


Kutner Joins AAW Board 

David H. Kutner, merchandising 
director of the consumer products 
division of Motorola Inc., has been 
named to represent the Advertising 
Federation of America on the board 
of directors of the Advertising 
Assn. of the West. He has been 
a member of the AFA board since 
1956. 


Cockfield Adds ‘Star’ Segment 

The Toronto Star Weekly has 
named Cockfield, Brown & Co., 
Toronto, to handle advertising for 
its circulation promotion. The 
agency has handled Star Weekly 
advertising space promotion since 


MPA ‘Studies’ 
ARF's Audience 
Research Proposal 


New YorK, Dec. 26—Last week 
the Advertising Research Founda- 
tion announced that it was refer- 
ring its controversial magazine au- 
dience study to the Magazine Pub- 
lishers Assn. “for consideration and 
recommendations.” 

This week, following out the in- 
tricate pas de deux, the MPA an- 
nounced that it had received a let- 
ter from the ARF. 

William B. Carr, ad director of 
McCall’s and chairman of MPA’‘s 
Magazine Advertising Bureau com- 
mittee, said: “We have received 
the ARF letter asking us to study 
their proposal. Their plan and re- 
lated data furnished by the ARF 
have been referred to counsel. We 
have asked him to give us an opin- 
ion as soon as possible, and we have 
assured the ARF that we will pur- 
sue this matter with all possible 
vigor and dispatch.” 


= Mr. Carr, who is on record as 
being opposed to the ARF study in 
its present form, then went on 
to give the MPA a big “out.” He 
added: “It might also be of interest 
to note that the research subcom- 
mittee of the reorganized MAB 
has already begun discussions of 
research projects that we expect 
will be of value to the entire in- 
dustry.” 

For those who read between the 
lines, this indicated that the mag- 
azine group is already at work in 
a search for an alternative to the 
comprehensive study backed by the 


ARF and opposed by many pub- 
lishers. + 


St. Louis Adclub 
Fights Tax with 
Oz. of Prevention 


(Continued from Page 1) 
club, plus a charge by Mark Hol- 
loran, Democratic national com- 
mitteeman from St. Louis, that the 
plan was “unjust,” might have 
forestalled further action on the 
Harris plan. 

Mr. Autz said yesterday, how- 
ever, that the club “has been in 
constant touch with the entire lo- 
cal advertising tax situation, and 
we will not be surprised if Alder- 
man Harris introduces his bill Jan. 
10 or some time thereafter.” 

“If the advertising bill is intro- 
duced,” Mr. Autz said, “it will be 
one of a number of tax measures 
and we have every reason to be- 
lieve that the others will be given 
priority.” + 


Abbott & Earl Adds Knight 
Mig., Gulf States Paint 

Knight Mfg. Co., and Gulf States 
Paint Co., both of Houston, have 
named Abbott & Ear! Inc., Houston, 
to handle their advertising. Knight, 
which makes identification plates 
for the control and switchboard of 
electrenic equipment, will man- 
ufacture and market nationally a 
complete line of pressure-laminat- 
ed identification signs and desk 
plates. It has already launched a 
$50,000 ad push in school, church, 
building, architectural and insti- 
tutional trade magazines. 


‘Electronic News‘ Joins ABP 
Electronic News, a Fairchild 
publication, which bowed last Jan- 
uary, has become a member of As- 
sociated Business Publications. It 


1935. 


recently obtained membership in 
Audit Bureau of Circulations. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & 


lower case 40 


per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


Sons 


NOTICE 


Due to the New Year 
holiday the deadline 
for all classified 
advertising will be Dec. 31 
for the Jan. 6 issue. 


HELP WANTED 
SECRETARY to Sales Promotion and Ad- 
vertising executive of large national con- 
cern. New executive offices in the 50’s on 
Park Avenue, New York City. Desire a 
background in advertising and writing, 
but not essential. Salary commensurate 
with ability. Send resume. 

Box lies, ADVERTISING AGE 
420 Lexington Ave., New York 17, N. Y. 
MOLENE 
BGMOTS coccceccceeeccercvvrsvereeee Public Relations 
qpreenien a. Advtg Managers 
duction ....Service 


WANTED DISPLAY AD SALESMAN 
Florida. Seeking Executive opportunity. 
Two fast growing weekly newspapers 
Sarasota Bradenton area. Over 2000 busi- 
nesses in local trade area. Over 100,000 
population, Salary plus commission. Op- 
portunity grow with fastest growing 
community in U. S. M. Key Publishers, 
Box 1540, Sarasota, Florida. 
EDITOR—Dealer magazine in the farm 
field. Must know farm retailing and have 
a flair for sales prometion. Salary open. 

Box 1112 Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 

FOR ALL TYPES OF PLACEMENTS 

GEORGE WILLIAMS - PLACEMENTS 

209 So. State St. HA 17-1991 Chicago 

SPACE SALESMAN 

Important publication in booming indus- 
try. Little competition. Large commission 
Must be able to operate without drawing 
account. New York City. Write: 

Box 1111, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Advertising agency located in Kansas 
City, Missouri, offers excellent oppor- 
tunity to young idea man with sales abil- 
ity, who is familiar with graphic arts 
profession and is willing to grow with 
company. Send detailed application with 
snap shot, stating age, ucation, back- 
ground and family status. All replies 
kept in confidence. 

Box 1110, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
468 E.Ohio St., Chgo. Su 7-2255 


PUBLIC RELATIONS CHIEF 
Real opportunity for experienced PR 
man to head divisional PR activities of 
large multi-product company. Experi- 
ence in programing and writing internal 
and external industrial communications, 
and product promotional material; em- 
loye relations experience helpful. 
Send full qualifications including age, 
education, experience and salary require- 
ments. 

Box 1116, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

MAGAZINE PRODUCTION 
Experienced magazine production man- 
ager sought by publisher of five con- 
sumer and trade magazines. Location: 
Northwest suburb of Chicago. Write, 
stating age, experience and salary re- 
quirement to Mr. John Ramsey, Room 
803, 180 W. Washington, Chicago 2, Llli- 
nois, or call ANdover 3-6144. 


AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING JUNE 30, 1957 


; 39,430 or 


POSITIONS WANTED 


ADV. MGR. - AGENCY REP. 
6 yrs exp. copy, prod., sales, admin., pro- 
motion. Coll grad, 34, N’theast 

Box 1109, ADVERTISING AGE 

480 Lexington Ave., New York 17 N. Y. 

Married woman (age 28—no children) de- 
sires job in Production Dept. 6 years 
agency experience (1% Media, 4% Pro- 
duction handling some P.O.’s Billing & 
Traffic). Capable, reliable, not afraid of 
sensible work load. Available immediate- 
ly. High references. Chicago only. 

Box 1113, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

MAJOR FILM CO. TV EXEC. 
Available about Feb. 1, 1958. Seasoned 
well rounded individual now Midwest 
Gen. Mgr. Been Producer, Director TV 
Commercials, Ad Agency Acct. Ex. & 
VP. Excellent Administrator & top Sales 
man. Would poss. consider investment 
in co ay going business after mvitual test 


period. 
Box 1114, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 
CARTOON PROBLEMS? 
Solved by return mail! Your idea or 
mine, $5. (One frame, to 9” x 12”). Pen 
and ink. You must be pleased. Tell me 
what you want and mail it with a five 
dollar check to CARTOONS, 901 Scituate 
Ave., Cranston, R. 1. 
HOW TO BE CREATIVE! 
25 Tested Techniques. New folio, written 
by Whitt N. Schultz—Author Inventor, 
Leader in Creative-Thinking-in-Manage- 
ment Movement. 50¢ coin—2 for $1. How, 
Glencee, Illinois. 
BOOK WANTED 
Home —— book to be used as pre- 
mium. In quantities of 1,000. Will pay 50¢ 
to 75¢ ea. 
Box 1115, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 


appointment ~*~ 
59 E. MADISON + SUITE 1417 
CHICAGO 2, ILL. 
CEntral 6-5670 


ADVERTISING 
SUPERVISOR 


Advertising opportunity available 
on marketing staff of Chicago based 
corporation for administrator. Agri- 
cultural advertising background de- 
sirable but not mandatory. This 
position is on headquarters staff lo- 
eated in desirable Chicago suburb. 
Age 30-38. Give complete details of 
exnerience and salary requirements. 
Box No. 86, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


HAPPY NEW YEAR! 
To those who know me as a friend, an 
acquaintance, or simply “that man’, may 
| extend heartfelt wishes for a happy, 
healthy and prosperous 1958. 

GEORGE E. PYLKAS 

Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 

220 S. State St. « Chicago « WA 2-4800 


Almost everybody of 


importance in 


advertising and 


marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 


Sylvania’s 
Mitchell Sees 
Gains, Not Gloom 


Aggressive Companies 
Will Continue to Gain, 
Business Parley Hears 


New York, Dec, 24—‘“The con- 
sumer has plenty of buying power, 
and he will continue to have it 
next year. He is going to keep 
right on buying. 

“There are only two questionable 
areas that I can see—capital 
spending and consumer spending— 
but I don’t see any more cause for 
alarm than I would have if I were 
a coach whose team wins by 40 to 
0, instead of a couple of touch- 
downs more. This economy is go- 
ing to win big ball games, and if 
there is an offset in the offing, the 
symptoms certainly aren’t there.” 

These predictions were made last 
week by Don G. Mitchell, board 
chairman and president of Sylva- 
nia Electric Products, at the second 
annual business conference held 
by St. John’s University, Jamaica, 
N. Y. 

“Why should anyone feel that 
our desire for an increased stand- 
ard of living change, or, even more 
basically, how can the population 
suddenly stop growing? This is a 
vast potential market based on 
facts,” he said. 

“But will your company and my 
company get our share of that 
business? The answer to that,” Mr. 
Mitchell suggested, “depends on 
how well we do three things: (1) 
develop new products; (2) con- 
stantly improve our existing prod- 
ucts; and (3) do a better job of 
marketing our goods. 


s “For you people on the firing 
line, selling to the ultimate con- 
sumer,” Mr. Mitchell said, “the 
big challenge is to avoid the feeling 
that everything is the same, day 
after day—because nothing is the 
same day after day. Think in terms 
of new lines, and 6f going out and 
getting new business. Don’t spend 
too much time watching the other 
fellow. Keep your eye on him, of 
course, but spend most of your 
time doing things that are a little 
smarter, a little faster, a little 
more ingenious than the other fel- 
low. That’s half the fun in this 
competitive battle.” 

“For the first time since 1954,” 
Mr. Mitchell said, ‘‘a great many 
business men are wondering how 
much of a decline we are going to 
have in the next 12 months, in- 
stead of how much higher every- 
thing will be. The emphasis 
throughout the economy has shift- 
ed from the question of stopping 
inflation to trying to figure out 
how large the adjustment will be 
and how long it may last. 

“When you take everything into 
consideration,” Mr. Mitchell said, 


46th Year 


COPY CHIEF $20-25 M 
AE, COSMETICS $15 M 
3 PACIFIC COAST JOBS: 
E, cosmetics $12-15 M 
AE, graduate elec. degree $9-11 M 


AE, petroleum engineering 
degree $9-11 M 
ASST. TV-RADIO DIRECTOR to $12,500 
ASST. TV-ART DIRECTOR s7 M 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
167 WN. LaGALLE. CHICAGO unos 


PUBLICITY COMMERCIAL 


CONVENTION INDUSTRIAL 


Advertising Age, December 30, 1957 


“what we are really talking about 
is how much of a decrease are we 
going to have in our rate of in- 
crease? Or, how long is business 
going to be less excellent than it 
has been for the past several years? 


= “There is no mistaking the fact,” 
he said, “that industrial capacity 
has temporarily pulled ahead of 
demand, and if that isn’t a com- 
pletely normal phenomenon, I 
have yet to see one. The only way 
to avoid it happening now and then 
is for someone to invent some 
process of designing and building 
a new plant so that its capacity 
always matches our _ produc- 
tion requirements. Unfortunately, 
plants have to be built in big 
chunks, and you have to buy en- 
tire machines and assembly lines, 
not a part at a time, and that 
means you have to taper off every 
once in a while. 

“Somebody made a big point the 
other day,” Mr. Mitchell said, “that 
John Q. Public’s income has slid 
off a billion or so in the past sev- 
eral months. But do you recall 
what it slid off from? It dropped a 
billion away from $347 billion— 
and that is still the highest we have 
ever had in our history. The reason 
it declined was a decrease in wage 
payments in some industries, but 
certainly not because of any sof- 
tening or loss of income across the 
board. 

“The consumer has plenty of 
buying power, and he will contin- 
ue to have it next year,” Mr. 
Mitchell said. “There may be a 
soft spot in a certain product line 
here and there, but the over-all 
picture is nothing to be alarmed 
about. 


s “Let’s look at the positive side 
of the economic picture. Defense 
spending is a good place to start. 
In the face of the international sit- 
uation and the accelerated missile 
and satellite programs, defense 
spending will probably be in- 
creased at least $2 billion and 
perhaps as much as $5 billion, and 
that total won’t change appreci- 
ably for a long time to come, be- 
cause national defense is getting 
more technical and more costly all 
the time. 

“Another plus sign, of course, is 
the Federal Reserve’s easier mon- 
ey policy. While you can’t expect 
miracles from it, it cannot help but 
stimulate the economy, psycholog- 
ically, if nothing else. Another ex- 
tremely important factor is the 
federal highway program, which is 
gaining momentum all the time, 
and both state and local spending 
for new schools, public buildings, 
housing projects, and so on. 

“The vitally important thing to 
bear in mind is that these are not 
‘make-work’ projects or pump- 
priming. They are urgently need- 
ed, and communities all over the 
country are pushing them through 
as fast as they can. 

“How can anyone be a pessimist 
with those facts before ycu? 


s “But let me tie down these var- 
ious economic indices more closely 
to business realities,” Mr. Mitchell 
said. “Of the more than 4,000 busi- 
ness men who recently reported to 
the National Assn. of Manufactur- 
ers on their opinions about 1958, 
more than three-fourths of them 
said they expect sales as good as, 
or better than, 1957. 

“As a specific example, my own 
company is in just about every 
major product category—not the 
same products, of course, but prod- 
ucts subject to the same market in- 
fluences as most everybody else’s. 
We are basing our plans on a good 
year in 1958. We are not deluding 
ourselves, however, and we know 
that the profit squeeze will contin- 
ue and that 1958 will be another 
intensely competitive year—but so 
was this year, and so will be the 
years ahead. 

“In trying to determinc just how 


Aare 


N. H. SCHLEGEL has been named vp 
in charge of marketing of Cory 
Corp., Chicago, a new post. With 
the company 11 years, he former- 
ly was vp in charge of sales and 
advertising. 


will last,” Mr. Mitchell said, “we 
have to bear in mind that the ad- 
justment started last summer. I 
would guess that it has already run 
through about a fourth of its 
course, and we should see an up- 
turn in the second half of 1958. 
When you consider any previous 
adjustments, and as recent a de- 
cline as that which occurred in 
1953-54, this is a mild adjustment 
by anyone’s standards. 


# “In all my optimism, however, 
I am deeply concerned about the 
profit squeeze,” Mr. Mitchell said. 
“And it’s worrying a great many 
other business men. Among that 
same group of 4,000 who reported 
to the NAM, only one out of five 
expects profits to rise next year, 
and about one-third expect profits 
to go down. 

“This is an extremely serious 
situation, because lower earnings 
are more than an indication of a 
short-term business adjustment. 
All of us are faced with an especi- 
ally close look at costs—and I 
mean all costs, Some groups would 
have you think that increased costs 
can automatically be absorbed or 
passed along to someone else. 
When increased costs in a certain 
area of operation represent greater 
productivity, that’s one thing—but 
it’s something else again when 
they only succeed in adding to ev- 
eryone’s cost of living. 

“However,” Mr. Mitchell said, 
“that one major problem area cer- 
tainly does not destroy my confi- 
dence in the economy as a whole, 
and especially my opinion of next 
year. 

“The total of this country’s goods 
and services,” Mr. Mitchell said, 
“will probably reach $435 billion 
this year. That is $200 billion more 
than ten years ago. By the latter 
part of 1958, the annual rate should 
be up around $450 billion, and 
within four or five years should 
pass $500 billion. I didn’t dream 
up these figures. They are based 
on a realistic projection of exist- 
ing trends and are on the conser- 
vative side.” # 


RAB Adds 18 Stations 

Radio Advertising Bureau, New 
York, has added 18 stations to its 
list of members since Nov. 1. They 
are KUPI, Idaho Falls, and KYME, 
Boise, Ida; KENO, Las Vegas; 
KLEE, Ottumwa, and KSMN, Ma- 
son City, Ia.; KOSY, Texarkana, 
and KTRN, Wichita Falls, Tex.; 
KRIZ, Phoenix, and KTKT, Tuc- 
son, Ariz; KVOX, Moorehead, 
Minn.; WBBF, Rochester, WGVA, 
Geneva, and WTLB, Utica, N.Y.; 
WBSE, Hillsdale, Mich.; WCAT, 
Orange, Mass.; WCVS, Springfield, 
Ill.; WHBL, Sheboygan, Wis., and 
WMOG, Brunswick, Ga. 


Martin Joins ‘Gulf Beach’ 

Ray W. Martin, formerly new 
business manager of the St. Peters- 
burg Independent, has joined the 
Gulf Beach Journal, Treasure Is- 
land, Fla., as sales manager and 


long this downturn in our economy | new business director. 
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‘Distortion’ Is Hit 
in Consumer Union’s 
FM Tuner Reports 


New York, Dec, 24—The Janu- 
ary issue of Electronic Technician 
takes Consumer Reports to task 
for its recent ratings of fm tuners. 

The Caldwell-Clements publi- 
cation reports that a series of lab- 
oratory tests conducted by its en- 
gineers “have resulted in findings 
in direct conflict with Consumers 
Union ratings, as published in the 
October, 1957 issue of Consumer 
Reports.” 

In that issue, CU found that 
only three tuners—the Sherwood 
S-3000, the Scott 310-B and the 
Fisher FM-90-X—were accepta- 
ble. 14 others were rated unac- 
ceptable. The headline on the arti- 
cle was, “Let the buyer beware.” 

Electronic Technician bought 
four of the tuners—only one of 
them rated acceptable by CU—and 
tested them at the Allen B. Du 
Mont Laboratories. 

Reporting on the results of these 
tests, Al Forman, editor of the 
magazine, said: “No single tuner 
performed best in all tests. No sin- 
gle tuner was worst. Al! proved to 
be good tuners, capable of provid- 
ing much listening pleasure to 
high fidelity enthusiasts.” 


® The complete results of the 
Electronic Technician tests are 
printed in the January issue. 

Informed of the _ Electronic 
Technician report, Morris Kaplan, 
technical director of Consumers 
Union, said, after reading the com- 
plete report, that “our differences 
are not so great.” 

Mr. Kaplan told ADVERTISING 
Ace that the results in both tests 
are similar, with “the biggest dis- 
crepancy coming in the interpre- 
tation of the findings.” 

He also pointed out that the CU 
report emphasized that one of the 
greatest difficulties in fm broad- 
casting is not so much the tuners 
as the poor signals put out by fm 
stations. 

In theory fm transmission offers 
low distortion. “In practice,” CU 
said, “few fm broadcasters provide 
their listeners with clean, undis- 
torted sound.” 

Mr. Kaplan conceded, however, 
that Consumer Reports has been 
criticized frequently for its ratings 
of electronic products, and he told 
AA that this subject will be cov- 
ered by the magazine in a special 
article scheduled for one of its 
early 1958 issues. + 


Pennsylvania Prepares Suit 
Under 1794 Sunday Blue Law 

The Commonwealth of Pennsyl- 
vania is preparing to file legal 
action against Two Guys from 
Pennsylvania, a discount house at 
Allentown, for Sunday sales in vi- 
olation of a 1794 law banning such 
activity. Under the 1794 law, the 
burden of proof in such cases rests 
with the defendant. They have to 
prove they are not guilty of Sunday 
sales. 

A rash of anti-Sunday-sales ac- 
tions cropped up in eastern Penn- 
sylvania early during the Christ- 
mas shopping season when a 
number of discount houses began 
to open on Sundays. Church 
groups, chambers of commerce 
and labor unions came out against 
Sunday retailing. 


Western Adds Three 

Western Advertising Agency, 
Chicago, has added three men to its 
copy and contact staff. Clifford E. 
Boettcher, formerly vp of Jay H. 
Maish Co., Marion, O., has joined 
Western’s Racine, Wis., office; 
Robert J. McCollom, formerly ad 
manager of the Missouri Farmers 
Assn., has joined Western’s Chi- 
cago office, and Melvin Cranfill, 
formerly ad manager of the Indi- 
ana Farm Bureau Cooperative 
Assn., has joined the Racine office. 


on 
| muy of FINE CARS 


REPLENISH YOUR GARAGE—This color ad introduces Dole Hawaiian 


Pineapple Co.’s jingle contest offering as a first prize all five Ford 

cars. It runs in Puck, Metro and independents during February and 

March. At right, pretty Sue Speer displays toy versions of the auto- 
mobiles. 


Not One, Not Three, But Five Fords 
Are First Prize in Dole's Contest 


San JOosE, Dec. 24—A new “gim- 
mick” has been added to the con- 
sumer prize contest by the Dole 
Hawaiian Pineapple Co., and its 
agency, Foote, Cone & Belding, 
San Francisco. 

The “gimmick” in a “big new 
Dole jingle contest” which will 
break coast to coast Feb. 1 is that 
the grand prize winner will re- 
ceive not one, not two, or even 
three, but an entire “family” of 
five Ford cars. 

The first promotion of this type 
ever sponsored by Dole, according 
to Hal M. Chase, marketing direc- 
tor, the contest will award the 
grand prize winner a Lincoln Con- 
tinental, an Edsel, Mercury, Ford 
and Thunderbird ... all going to a 
single winner. 

The winner may, Mr. Chase an- 
nounced, take any two of the cars 
and $7,500 cash, or $15,000 cash in 
lieu of the five automobiles. 


= The promotion was developed 
by FC&B under direction of Hal F. 
Griswold, Dole advertising man- 
ager, and Jack ten Bosch, Dole 
merchandising manager. Charles 
Cooney is the FC&B account su- 
pervisor and Roy Petersen the ac- 
count executive. 

Dole also will award three sec- 
ond prizes of $1,000 down payment 
on any Ford car or $1,000 cash, and 
250 third prizes of $100 down pay- 
ment on any Ford car or $100 cash. 

Contest entrants must complete 
a two-line jingle starting: “Dole 
pineapple chunks ...” and mail 
their entry with the label from any 
Dole pineapple product or Dole 
fruit cocktail. 

If the grand prize winner sub- 
mits a label from Dole pineapple 
chunks with his entry, he will re- 
ceive an additional bonus of $2,500 
cash. 


s Grocers, too, will participate in 
the contest, according to Mr. Chase, 
who said the grocer whose custom- 
er wins the grand prize will re- 
ceive a two-week all-expense lux- 
ury vacation for two in Hawaii. 

Grocers whose customers win 
the three second prizes will have a 
one week all expense vacation for 
two anywhere in the U.S., and val- 
uable merchandise prizes will go 
to grocers whose customers win 
the 250 third prizes. 

Dole will back up the contest 
with an aggressive advertising and 
promotion program. 

Full-color ads will run during 
February and March in Puck— 
The Comic Weekly, Metro and in- 
dependent Sunday comic sections, 


plus full-page color ads in Family 


Circle, Everywoman’s Magazine, 
Western Family and Woman’s 
Dey. 

In-store display material will 
include banners, pennants, post- 
ers, stack cards and entry blank 
dispensers. The contest will run 
from Feb. 1 to April 15. # 


Milwaukee Stores’ 
Stamp Plan Offers 
Bus, Parking Deal 


MILWAUKEE, Dec. 24—50 Mil- 
waukee stores are participating in 
a plan giving downtown shoppers 
Ride & Shop stamps that will give 
them credits toward bus fare or 
parking lot fees. 

Each cooperating store places 
one Ride & Shop stamp on a pa- 
tron’s bus transfer used on the in- 
bound trip, or parking lot stub 
for each purchase of at least $1. 
Larger purchases will merit more 
stamps at the discretion of the 
store. The stamps are worth 5¢ 
each in parking or transit service. 

Transfers must have four stamps 
before the Transport Co. will ac- 
cept them. The Milwaukee basic 
bus fare is 20¢. The fully stamped 
transfer will be as valid as a cash 
fare, including the right to another 
transfer, until midnight of the date 
issued. 


s The maximum number of stamps 
valid om a parking stub is 10. 
Each of the downtown Milwaukee 
parking lots will honor any num- 
ber of stamps, up to 10, toward 
the patron’s parking fee, accord- 
ing to the joint parking-transit 
committee of the city’s Downtown 
Assn. and the Building Owners & 
Managers Assn. + 


"REA News’ Changes Name to 
‘Rural Minnesota News’ 

REA News, published by Rural 
Publishing Co., Alexandria, Minn., 
changes its name to Rural Minne- 
sota News effective Jan. 1. The 
newspaper is the official publica- 
tion of the Minnesota Electric Co- 
operative and has a paid circula- 
tion of more than 100,000. 

Reason for the change, accord- 
ing to Donald J. Kelly, editor, is 
the increasing percentage of rural 
inhabitants engaged in non-farm 
work. REA (Rural Electrification 
Administration) News was an ap- 
propriate name when most of the 
readers were farmers, Mr. Kelly 
said, but Rural Minnesota News 
better describes the news scope 
now. 


~ 


FCC (Finally) to 
Hear Day Radio’s 
Longer-Hours Plea 


Wasuincton, Dec. 24—Efforts 
of daytime broadcasters to get 
longer operating hours inched for- 
ward last week as the Federal 
Communications Commission said 
it is ready to consider a proposal 
enabling the daytime stations to 
broadcast until at least 7 p.m. 

While the commission did not 
indicate whether it is receptive to 
the longer operating day for the 
daytime stations, this represents 
the first “action” the small stations 
have had from the FCC since their 
petition for longer hours was filed 
Dec. 9, 1955. 

The commission’s notice said it 
is ready to receive information on 
the impact of the longer broadcast 
day. It fixed March 18, 1958, as the 
deadline for comments, but day- 
timers may still face lengthy hear- 
ings even if an impressive set of 
facts is presented to the commis- 
sion in the initial filing period. 


® Under existing rules daytimers 
must get off the air at sundown 
because after dark their signals 
carry outside their normal operat- 
ing area. Since this puts stations 
off the air as early as 4 p.m. in 
some areas during the winter, day- 
timers are now suggesting that 
they be allowed to operate until 7 
p.m., or local sundown, whichever 
is later. 

The FCC said there are many 
questions which need to be an- 
swered about the proposal. One of 
the most important is whether the 
operations after sundown would 
result in excessive interference 
with stations using the same fre- 
quency in other communities. The 
FCC said it wants to know how 
much service would be added, and 
how much would be destroyed in 
the event of after dark operations. 

The Senate small business com- 
mittee, which held hearings earlier 


this year on the problems of the 
daytime broadcasters, issued a re- 
port highly critical of FCC’s long 
delay in processing the petition. 
While the committee said it was 
not attempting to tell the FCC 
what action it should take, the re- 
port said it was not right for the 
commission to take so long in giv- 
ing some form of attention to the 
petition. + 


Civilian Publisher Acquires 
‘Fort Sheridan Tower’ 

The Fort Sheridan Tower, -here- 
tofore an Army-published  bi- 
weekly published for military and 
civilian personnel of Fort Sher- 
idan, Ill., has been acquired by the 
North Shore Group Newspapers, 
publisher of four other Chicago 
North Shore suburban papers. 

When the new publisher takes 
over the newspaper Jan. 10, the 
newspaper will start taking ad- 
vertising for the first time in its 
history. Army regulations prohib- 
ited advertising previously. Circu- 
lation is more than 3,000. Fort 
Sheridan’s annual payroll is about 
$5,000,000. 
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Americans Puffed 


Cigarets in ‘57, ‘Business Week’ Says 


‘ew York, Dec. 26—Despite 
, nerous warnings against exces- 
-ive smoking, Americans puffed 
ieir way through more cigarets in 
1957 than ever before, Business 
Week says in its annual survey on 
cigaret sales, published in its cur- 
cent issue. 

A record 410 billion cigarets 
were consumed in ’57. This repre- 
sents an increase of 19 billion cig- 
arets over ’56. It shows the dra- 
matic increase of R. J. Reynolds 
Tobacco Co. in share of market. 

The biggest cause of the come- 
back in cigaret sales, Business 
Week says, is the swing toward 
filter tips. “Filter sales, which have 
been pushing ahead for the past 
four years,” the weekly says, “took 
a huge 42% jump this year, to 155 
billion units from last year’s 109 
billion. From an insignificant 0.8% 
of the total domestic cigaret mar- 
ket in 1951, filters advanced to 
grab off 27% in ‘56 and in ’57 
surged ahead to take 38%.” 


= The report notes that filter 
brands account for all of ’57’s sales 
gains. Every filter brand but one 
showed a gain, and the exception, 
American Tobacco Co.’s Tareyton, 
held its own. On the other side of 
the picture, the report says, not 
a single regular or non-filter king- 
size label chalked up an increase. 

All five leading cigaret makers, 
the report says, increased their pre- 
tax profits during the year, and 
only American Tobacco failed to 
show an over-all unit sales gain for 
its brands. “Reynolds ends the 
year in the strongest competitive 
position. Its Camel, though declin- 
ing, still leads the regular market. 
Reynolds’ share of the market has 
been rising steadily, and many in- 
dustry sources believe it will soon 
pass American Tobacco for first 
place in the industry. 


s “American Tobacco, with 29% 
of the market,” the report says, 


Record 410 Billion 


“failed to rack up sales gains for 
its brands. Its plain king Pall Mall, 
despite the slight fall in sales, is 
still the country’s second-largest 
|selling cigaret and the leading 
|king-size brand. Its stablemate, 
Lucky Strike, ranks high, though | 
it alsc showed a sales decline. But | 
the trend is away from regulars 
and kings toward filters, and 
American Tobacco’s biggest prob- 
lem is its failure to establish a top- 
selling filter. Tareyton only held 
its 4 billion units, and Hit Parade, 
introduced late in ‘56, has failed 
to make much headway. This year 
it rose to 3.5 billion units. 

“The third of the big three com- 
panies,” Business Week says, “Lig- 
gett & Myers, has succeeded in 
offsetting the decline in its major 
brand, Chesterfield, with good sales 
of its filter L&M.” 


= The report lists the market 
shares of the six leading cigaret 
makers as follows: 


Company 1957 _-1956 
% % 

American Tobacco ............ 29.4 31.6 
R. J. Reynolds ........cccccceceeeeees 277 27.0 
Liggett & Myers .........cccccee 13.5 14.8 
Brown & Williamson ............ 11.4 11.4 
PRED MASI cerrecerivnierscrcesicee 95 9.0 
D, Reet seccricniertictesesorcoccee 7.1 5.0 


On percentage change in lead- 
ing brands, the report shows the 
following: 


Erwin, Wasey of 
South Becomes 
Humphrey Agency 


OKLAHOMA City, Dec. 26—Erwin, 
Wasey & Co. of the South will 
change its name to Humphrey, Wil- 
liamson & Gibson Inc., effective 
Jan. 1. 


Warren A. Humphrey, who hag,’ tic 


had financie), cacceol of the ageacy 
as Vp and manag- 
er since 1950, be- 
comes president. 
Mitchell L. Wil- 
liamson and Ellis 
G. Gibson, ac- 
count executives, 
become vps of the 
new agency. 

Humphrey, | 
Williamson 
& Gibson will 
have 31 clients, 
with a total bill- 
ing of $900,000. The agency, which 
will retain its offices in the Ist Na- 
tional Bidg., will have a staff of 14. 
Among its clients are Anderson- 
Prichard Oil Corp., Boardman Co. 
and Oklahoma Planning & Re- 
sources Board, all located here; 
Shawnee Milling Co., Shawnee, 
Okla.; and Mitchell Mfg. Co. and 
Donrey media group, Fort Smith, 
Ark. 

The agency was founded by the 
late Harold Halsell in January, 


W. A. Humphrey 


1926. It became Halsell-Humphrey | 


Inc. in 1938, and in 1941, affiliated 
with Erwin, Wasey & Co. The agen- 
cy was one of two EW affiliates 
which did not go along when Er- 


~evin, Wasey & Co. merged with 


Ruthrauff & Ryan two months ago. 


Wenck Is Elected 
Agate Club President 


Cuicaco, Dec. 26—The Agate 
Club, oldest advertising organiza- 
tion in the U.S., which was fogn\- 
ed in 1894, elected officers ica “1958 
at its annual Christri.as party to- 
day. _* on 

Fred Ss onck, Farm Journal, is 
new president, succeeding 
Frank Hunton, True Story; Sturgis 
Wells, Time, was chosen vice- 
president; Mike Donahue, Reader’s 
Digest, became treasurer; Ray 
Biesmeyer, House & Garden, was 


|elected secretary, and Bo McDon- 


ald, McCall’s, was chosen assistant 
secretary. 

The Agate Club, long a suprort- 
|er of the Off-the-Street Club, Chi- 
cago admen’s favorite charity, vot- 
|ed to contribute $1,250 to the boys’ 
club, # 


| Ford Co. Shifts Copeland 

R. F. G. Copeland has been tem- 
porarily shifted from his post as 
assistant general sales manager in 
| charge of advertising sales promo- 
tion and training at the Edsel divi- 
sion, to Ford Motor Co.’s central 
staff, as director of advertising and 
sales promotion. Leo Bebee, for- 
merly of the central staff, replaced 
Mr. Copeland in what Ford Co. de- 
scribes as a temporary switch in 
assignments. Duration of the 
|change was not announced. 


Wright Named VP of Y&R 
William R. Wright has been ap- 
pointed a vp and account super- 
visor in the Chicago office of 
Young & Rubicam. He has been 
with Y&R, New York, since 1954. 


1957 sales 
(billions | 
of 
% units) 


Chesley 
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Riso Krings 


JINGLE AWARD—August A. Busch Jr., president of Anheuser-Busch, 
receives Radio Advertising Bureau’s “Golden Disc” award from RAB 
account executive Vin Riso. The company’s beer jingle was selected 
as one of the most effective radio commercials of 1957. Viewing the 
presentation are Harry W. Chesley Jr., president, D’Arcy Advertis- 
ing Co., St. Louis, and R. E. Krings, Anheuser-Busch ad manager. 


Old Gold Regulars 
Will Don ‘Chaste’ 
Gold & White Dress 


(Continued from Page 1) 
age is all white with a miniature 
gold coin-like seal above center. 
Below the seal the words “Old 
Gold” are imprinted in black caps, 
outlined slightly in gold. Below, 
in italic red script, is the word 
“straights.” Both sides of the pack 
are the same. Around the tcp is 
a gold strip to slit the top of the 
cellophane wrapper. On the bot- 
tom, the words “Old Gold 
straights” is repeated in smaller 
type similar to that on the face of 
the pack, and the words “regular 
size” appear below “straights.” On 
one side of the pack is the re- 
quired government tax permit, and 
on the other side in black script, 
“made by America’s first tobacco 
company—P. Lorillard—est. 1760.” 


s One wholesaler describes the 
new pack as “chaste.” Another says 
it is “distinctive and in very good 
taste.” 


It will be recalled that Old Gold 
filter tips were repackaged last 
spring and extensively market- 
tested (AA, March 11), and that 
national advertising did not break 
until mid-U* (AA, May 20). 


|, “dex Company declined to com-| 


ment on the new pack for Old Gold 
regulars for competitive reasons} 
and refused to say whether or not| 
introduction of the word) 
“straights” on the pack will be fea-| 
tured in forthcoming ads. It also| 
declined to say whether or not Old | 


aged. At the agency it was said that 
something on advertising plans 
might be available for release in 
about a week or ten days. 


= Reports in the trade indicate 
that Lorillard is readying a number 
of other innovations for the com- 
ing year. This was also forecast | 
by Lewis Gruber, president of Lo- 


Gold king-size would be repack- | ‘sj 


Anheuser-Busch 
Production Tops 
6,000,000 Bhls. 


Sr. Louis, Dec. 24—Anheuser- 
Busch Inc. has announced that it 
has produced more than 6,000,000 
bbls. this year. 

The brewer said this was only 
the fourth time in beer industry 
history that the 6,000,000-bbl. 
mark has been surpassed. Anheu- 
ser-Busch previously brewed more 
than 6,000,000 bbls. in 1952 and 
1953, and Schlitz did so in 1955. 

Anheuser-Busch told ApverTIs- 
Inc AGE that the brewer currently 
is running ahead of Schlitz, and 
predicted that Busch would de- 
throne Schlitz this year as the 
world’s leading beer producer. 

Schlitz won the 1956 beer derby 
with 5,940,835 bbls., as compared 
with 5,865,583 bbls. for Anheuser- 
Busch, # 


Hiram E. Cassidy 


McCarty Co. Elects 
Cassidy President 


Los ANGELES, Dec. 26—McCarty 
Co., as one of a series of executive 
appointments, has elected Hiram 


rillard, in his year-end statement |. Cassidy president, succeeding 
released last week (AA, Dec. 23),|the late T. T. McCarty, who died 
in which he said that “1958 finds|Dec, 9 (AA, Dec. 16). Mr. Cassidy 


the cigaret industry in the midst 
of a long-term revolution, involv- 
ing not only market patterns but 
the very products themselves.” 

The Old Gold straights, however, 
in the new white pack, it is point- 
ed out, are the same quality they 
have always been, and the price 
remains unchanged—$8.45 per 1,- 
000 to wholesalers. # 


Newborn Joins ‘N.Y. Post’ 

Roy I. Newborn has been named 
to the new post of assistant to the 
circulation director in charge of 
home delivery and circulation pro- 
motion at the New York Post. He 
has been city circulation manager 
of the New York Herald Tribune 
since 1950. 


formerly was exec vp. 

Clarance G. Davenport, vp in 
charge of the Los Angeles office, 
has been named exec vp and treas- 
urer, and Willard H. Wilde, vp and 
general manager of the San Fran- 
cisco office, becomes senior vp. 

Three account executives and 
three department heads also were 
advanced to vp, receiving new 
titles. They are Walker Y. Brooks, 
director of client relations; William 
Geisler, director of creative activi- 
ties; Arnold D. Duncan, director 
of account planning, all formerly 
account executives, and Herbert 
C. Brown, director of radio and tv; 
Fage B. Otero Jr., vp and director 
of technical affairs, and Joseph E. 
Hall, director of production. # 


Sanos, Aldens, 
Filter Holders Get 
Big Boost in ‘Digest’ 


New York, Dec. 26—Reader’s 
Digest—which has printed a record 
12,992,099 copies of its January 
number—features a lead piece in 
the issue called “Nicotine—the 
Smoker’s Enigma.” 

Third in a series of “Reports to 
Cigaret Smokers,” the piece, by 
Lois Matto Miller and James Mon- 
ahan, may set off a sales spree of 
King Sano and John Alden cig- 
arets and for such filter holders as 
Aquafilter, De-Nicotea and Zeus. 

“The smoker with a normal 
heart,” the article said, “can only 
choose between abstinence and 
moderation—or else take his 
chances.” However, the article add- 
ed, “For normal smokers low-nic- 
otine cigarets and good filter hold- 
ers do offer advantages.” 


® In this connection, it said that 
filtered King Sano offers “a re- 
markably low yield in both tar 
and nicotine.” John Alden “has the 
lewest nicotine content of any cig- 
aret tested, but the high tar yield 
indicates a need for filtration.” 

Aquafilter “has a decided ad- 
vantage,” De-Nicotea “does a bet- 
ter-than-average job” and Zeus is 
“an old and reputable standby.” 
The Digest also cites Filtek, which 
“is limited in production and dis- 
tribution” and is “high priced” at 
$7.50. 

This newest of the Digest’s pieces 
on cigaret smoking is no horror 
story. For example: “Most cardi- 
ologists are unwilling, on the basis 
of present evidence, to indict nico- 
tine as a cause of heart disease. 
Some concede that it may be a 
contributing factor, and virtually 
all say that it is an aggravating 
factor in most heart and vascular 
diseases.” 

And: “Smoking filter-tip ciga- 
rets through a filter holder may 
give a smoke too mild for some 
tastes, but the further reduction of 
tar and nicotine makes it well 
worth trying.” 

The article made no mention of 
cancer. + 


ARB Maps New TV 


Coverage Survey 


WASHINGTON, Dec. 26—~-The 
American Research Bureau an- 
nounced today that it is planning 
to conduct a tv station coverage 
study for the fourth successive 


| year. 


The study, which will get under 
way late next month, will provide 
set count and station preference 
information for viewers in about 
200 markets. 

ARB said the new study will be 
partially financed by advertising 
agencies. Rates are to range up 
to about $250 per ~aarket or county 
requested. 

A Jan. 8 deadline was fixed on 
orders for markets which are to 
be included in the earliest studies. 
ARB said surveys ordered in early 
January will be available at the 
end of March. 

The so-called “A to Z” studies 
have been published for three pre- 
vious years. For each market, the 
study determines (1) percentage 
of homes having tv; (2) stations 
received in the market and per- 
centage of homes able to receive 
each station and frequency of 
viewing, and (3) stations viewed 
most, with first and second pref- 
erences for both daytime and eve- 
ning. # 


Shea Succeeds Young 

Joseph A. Shea has been ap- 
pointed western advertising man- 
ager of Town & Country. Mr. Shea, 
who will make his headquarters in 
Chicago, succeeds Richard G. 
Young, who has joined the Chicago 


ad staff of The New Yorker. 
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Henderson Is New 
President as Doeskin 
Names Weiss & Geller 


(Continued from Page 1) 
whom left the company this 
month. 


= This constitutes the second up- 
heaval in the company’s operations 
in just about a year. Last January 
(AA, Jan, 21), Emanuel Katz, with 
Doeskin for 23 years and president 
since 1951, resigned “for personal 
reasons” and was succeeded by Mr. 
Callahan, a lawyer and retired ad- 
miral. 

Messrs. Marcus and Stinchfield 
were expected to be the top mar- 
keting executives, assisted by a 
team which included James P. Cos- 
tello, merchandising and advertis- 
ing manager, and Robert J. Katz, 
assistant advertising and mer- 
chandising manager and son of 
Emanuel Katz. 

Robert Katz is leaving the com- 
pany as of the first of the year. 
Mr. Costello left around April and 
was succeeded by Robert H. Arndt, 
formerly with American Safety 
Razor, as advertising manager of 
the Gem razor and blade and Ascot 
lighter divisions. 


= Mr. Partenheimer, who joins 
Mr. Arndt at the helm as successor 
to Mr. Stinchfield, at one time held 
the general sales manager’s post to 
which he is now returning. He sub- 
sequently was named general man- 
ager of the industrial division and 
will now fill both positions. 

Mr. Arndt says Doeskin plans 
“an aggressive advertising and 
promotion program” using satura- 
tion spot tv, newspapers and busi- 
ness papers. 

Recently Mr. Henderson, the new 
president, has been an economic 
and business consultant to various 
companies, an advisor on foreign 
trade and has worked on “special 
situations” for companies, dealing 
with Congress, the maritime com- 
mission and other government 
bodies. 

Controlling interest in Doeskin 
is owned by Swan-Finch Oil Corp., 
an involved holding company 
headed by Lowell Birrell, which 
this year has been the subject of 
scrutiny and reprimand by the 
Securities & Exchange Commission 
for its stock negotiations. # 


Ike-Dulles TV Bit 
Wasn't Ours, BBDO 


Replies to Truman 


New York, Dec. 27—Harry S. 
Truman, noted walker and talker, 
got off a derisive shot at Batten, 
Barton, Durstine & Osborn while 
stepping briskly along Madison 
Ave. yesterday. 

“BBD&O—bunko, bull, deceit 
and obfuscation,” laughed Mr. Tru- 
man. He’d been telling trotting 
newsmen that the Dec. 23 talk by 
President Eisenhower and Secre- 
tary of State Dulles was a “lot of 
State Department gobbledygook.” 

“T was just about as thoroughly 
bored with Mr. Dulles as the Pres- 
ident was,” said Mr. Truman. “It 
was fixed up by BBD&O, and they 
didn’t do a very good job.” 

BBDO later denied having any- 
thing to do with the telecast. + 


‘Playboy’ Names Birmingham 

Frederic A. Birmingham, for- 
merly editor of Esquire, has joined 
Playboy as director of editorial and 
promotional activities in the men’s 
fashion field. He has been sales 
promotion manager of Esquire, edi- 
tor of Apparel Arts, director of 
Esquire’s service bureau for ad- 
vertisers, advertising manager of 
Sampter’s, Scranton, Pa., and on 
the advertising staff of the former 
John Wanamaker, New York de- 
partment store. 


PR AD—Volkswagen used the back 
cover of Time’s year-end issue in 
an annual pr gesture. Other Time 
editions, Fortune and Life Interna- 
tional also will carry the ad. 


Lever Tests R.O.P. 
Color Three Ways 
in Richmond Daily 


New York, Dec. 26—Results of 
an experiment in newspapers by 
Lever Bros. to test the effective- 
ness of b&w ads against r.o.p. color 
ads of two and three colors are not 
expected to be known for several 
months. 

Lever made a triple split run test 
of identical Spry ads early this 
month in the Richmond News- 
Leader. The ad appeared in b&w, 
black and one color, and black 
and two colors. This is believed to 
be the first time such a test has 
been conducted, although there 
have been split run tests made in 
the past comparing b&w ads with 
one type of r.o.p. color ads. 

The 1,500-line Spry ads con- 
tained two coupons, one of which 
was redeemable at food stores for 
12¢ on the purchase of a 3 lb. can 
of Spry. The other coupon, if 
mailed to Lever with a Spry label, 
would bring the consumer a 25 
off coupon on the next purchase of 
Spry. The 12¢ off offer expires 
Dec. 31, while no time limitation 
was placed on the other coupon. 
The one-shot test ran Dec. 5. 

The coupons have been given 
key numbers to indicate from 
which of the three types of ads 
each was clipped. 

Kenyon & Eckhardt, New York, 
is the Spry agency. + 


ABC Radio Rejoices 
as Lever Contract 
Comes Marching in 


New York, Dec. 27—There was 
great rejoicing at ABC Radio this 
week over the signing of the most 
substantial order yet for the net- 
work’s new programming lineup. 

It was the source as well as the 
size of the order which occasioned 
the rejoicing. With Lever Bros. in 
the house, network executives 
were sure that other 
type” advertisers would be signing 
up. 


s Lever Bros. (Sullivan, Stauffer, 


minute segments weekly on vari- 
ous shows. The starting date is 
Jan. 6. 

Seven other advertisers also 
j|have been added to the sponsor 
list. They are American Cyanamid 
Co. (Albert Frank-Guenther Law) ; 
Hudson Vitamin Products (Pace 
Advertising Agency); Knox Gel- 
atine Co. (Charles W. Hoyt Co.); 
Cc. H. Musselman Co. (Arndt, 
Preston, Chapin, Lamb & Keen); 
Olson Rug Co. (Presba, Fellers & 


(BBDO). # 


“prestige | 


Colwell & Bayles) bought 18 five- | 


Last Minute News Flashes 


Jack Pettersen Agency to Open Jan. 2 

Cuicaco, Dec. 27—Jack S. Pettersen, vp in charge of marketing at 
Kenyon & Eckhardt and account supervisor on RCA, is leaving K&E 
and will set up his own agency, Jack Pettersen & Associates, in Chi- 
cago Jan. 2, at 185 N. Wabash Ave. Mr. Pettersen said the agency will 


| not identify its clients for 30 days as a matter of ethics. At 36 a veteran 


in hard goods advertising, Mr. Pettersen has been advertising manager 
of Motorola and merchandising director of Norge; he has been with 
General Electric Supply Co., and with Polk Bros.; before going to K&E 
he was with Leo Burnett Co. 


California Food Chains Lose Wholesale Beer Permits 


SACRAMENTO, Dec. 27—The state alcoholic beverage commission 
has ordered the revocation of five beer wholesaling licenses of four 
chain grocery organizations in the San Francisco bay area—Safewa 
Stores (Drexel Distributors, a subsidiary); Beverage Distributors Inc. 
(two licenses), Louis Stores and Hagstrom’s Food Stores, effective 
Jan. 31. The commission said they have “failed to engage in a bona 
fide wholesale business.” Safeway indicated it would appeal the ruling. 


Huyck Unit Moves Out, at Suggestion of FES&R 

HuntTINGTON SratTion, N. Y., Dec. 27-—-Waldorf Instrument Co. has 
switched its account from Fuller & Smith & Ross, New York, to Conti 
Advertising, Ridgewood, N. J. The move was suggested by F&S&R, 
which has had the account for several months. Waldorf, a division of 
F. C. Huyck & Sons, Rensselaer, N. Y., said the move was made “to get 
better service with a smaller agency more closely tailored to handling 
our product line.” It was understood that F&S&R retains the remainder 
of the Huyck account. 


MacManus Denies It Will Pitch tor Buick 


New York, Dec. 27—Rumors flew on Madison Ave. this week about 
a new agency for the $20,000,000 plus Buick account (AA, Dec. 23), but 
the only definite word was a flat denial. It came from MacManus, John 
& Adams, which has Pontiac and Cadillac; the agency denied press re- 
ports that it would pitch, resigning Pontiac if it got Buick. One agency 
president here said Buick is currently involved in sales meetings and 
hazarded a guess there will be no announcement on a new agency for 
three or four weeks. 


Curtice Predicts Sale of 5,500,000 New Cars in ‘58 


Detroit, Dec. 27—Harlow H. Curtice, president of General Motors 
Corp., has predicted that 5,500,000 new cars would be sold in 1958, as 
compared with an estimated 5,800,000 this year. Mr. Curtice also sees 
the possibility of an upturn in the second half of 1958, which could 
revise upward the car sale outlook. 


FTC Reopens Giant ‘Meat Packer’ Case 


WASHINGTON, Dec. 27—In an effort to plug the so-called meat packers 
leophole, the Federal Trade Commission today ordered Examiner Frank 
Hier to reopen hearings on a complaint issued earlier against Giant 
Food Shopping Center, Washington, D. C. The complaint, alleging dis- 
criminatory promotional allowances (AA, March 19, ’56), had beer 
dismissed by Mr. Hier on the ground that the food chain is a meat 
packer under the Packers & Stockyards Act of 1921 and not under FTC 
jurisdiction. FTC said it refused to believe Congress had such a broad 


definition of meat packer in mind. 


Davidson Boosted to Sheaffer Merchandising Head 


Fr. Mapison, Ia., Dec. 27—Glen E. Davidson, western sales manager 
since 1952, has been promoted to merchandising manager of Sheaffer 
Pen Co. effective Jan. 1. He succeeds J. H. Asthalter, who joins Wallace 
Silvermiths, Wallingford, Conn., in the new post of director of mar- 
keting. 


American Insurance Moves to Grant 


NeEwarRK, Dec. 27—American Insurance Co. has decided to switch 


its account from Kenyon-Baker Co. here to Grant Advertising, New 
York. 


Pabst Sets Radio, Print Push; Other Late News 


e Pabst Brewing Co. will sponsor George Gobel and Ed Gardner on 
NBC’s “Monitor,” plus radio spots throughout the week on the same 
network as part of its 1958 ad program. Pabst also will run spreads in 
Life, and pages in Everywoman’s Magazine, The New Yorker and Sports 
Illustrated. Norman, Craig & Kummel is the agency. 


e Clifford Botway, formerly associate media director at Dancer- 
Fitzgerald-Sample, has joined the media department of Ogilvy, Benson 
& Mather, New York. 


e Fortune grossed more than $10,000,000 in advertising revenue in 
1957, a record figure and 14.5% over 1956. The magazine carried 2,242 
ad pages, an increase of 10%. The January, 1958, issue has a 22-page 
ad sponsored by 18 Michigan corporations, the largest multi-page ad 
ever carried in Fortune. 


e Dwight Mills, chairman of the executive committee of Kenyon & 
Eckhardt, who was said by ADVERTISING AGE Dec. 9 to be planning to 
retire some time next year, has decided to start his retirement Dec. 
31, 1957. 


e Harvey Conover Jr., who has been a member of the sales staff of 
Institutional Feeding & Housing for the past three years, has been 
named advertising sales manager of the publication, a newly created 
position. Before joining IF&H, Mr. Conover was on the sales staff 
of Purchasing Magazine; before that he was an advertising salesman on 
Mill & Factory. All are Conover-Mast publications. 


e Andrew A. Lynn, formerly vp in charge of sales of Revlon Inc., has 
joined Chesebrough-Ponds, New York, as vp in charge of domestic 
marketing, a newly created position, and a member of the board of di- 
rectors. He is succeeded at Revlon by his former assistant, C. R. Ruston. 


e The Point-of-Purchase Advertising Institute has appointed Sam 


Presba); Charles Pfizer Co. (Leo | Bader as research director, a new position. Mr. Bader was marketing 
Burnett Co.) and Philco Corp. | analyst in the marketing-management department at McCann-Erickson, 
|New York. He will join Popai Jan. 6. 


Philly Licensee 
Ist to Ask Okay 
of On-Air Pay TV 


WASHINGTON, Dec. 27—The Fed- 
eral Communications Commission 
today received the first application 
from a member of the tv industry 
seeking to go into subscription tv. 
The application was filed by hil- 
adelphia Broadcasting Co., holder 


of a construction permit for Chan- 
|nel 29, Philadelphia. 

| The station is not now on the air, 
| although its construction was au- 
thorized March 28, 1956. The ap- 
plication pointed out Philadelphia 
already receives four vhf signals, 
which would be available without 
interference. 

In its application the station 
proposed a sports-oriented serv- 
ice, plus supplemental cultural pro- 
grams and special events. It said it 
hopes to sign 300,000 subscribers. 

Using Skiatron equipment, it 
would provide each subscriber 
with an IBM card to activate spe- 
cial decoding equipment and main- 
tain a record of the amount of pro- 
gramming received by the set. 


® As a basic service, the applica- 
tion contemplates providing, for 
a flat annual fee, all home and 
away games of the Philadelphia 
professional baseball, football and 
basketball teams, plus five local 
college basketball doubleheaders. 
Other events, including current 
movies, operas, symphonies and 
stage shows, would be optional for 
an added fixed charge per show. 

The application visualized two 
classes of subscribers. For private 
homes the basic sports contract 
would be $30 annually, while for 
commercial establishments it would 
be $100. Individual extra programs 
would be $1 for home viewers, $5 
for commercial subscribers. 

FCC has announced it plans to 
begin processing subscription tv li- 
cense applications March 1. 

As evidence of its seriousness, 
Philadelphia Broadcasting submit- 
ted copies of a completed exclusive 
agreement with the Philadelphia 
Warriors professional basketball 
team, and said negotiations are 
near completion for similar con- 
tracts with the Eagles pro football 
team, the Phillies baseball team 
and five local colleges. # 


Edsel Sales Ride 
With TV Westerns 


Detroit, Dec. 27——-Edsel sales are 
galloping along with the “adult 
western” tv upsurge. 

According to Foote, Cone & 
Belding, Edsel sales have passed 
two long-established medium- 
price cars in 28 states, and it now 
ranks sixth among the eight medi- 
um-priced makes in much of the 
South and Midwest. 

This upbeat in sales was trig- 
gered, Edsel says, when it began 
co-sponsorship of “Wagon Train” 
(NBC-TV) at the end of October, 
and especially since “Wagon 
Train” began stampeding “Disney- 
land” in the ratings. 

Edsel dealers sold 24,500 cars in 
the first three months the car was 
on the market, according to Ward’s 
Automotive Reports. 

“If this rate is maintained,” the 
publication says, “Edsel retail dol- 
lar volume for its first complete 
year wili run between $200,000,000 
and $300,000,000. 

“The company expended $250,- 
000,000 to launch the car. 

“Edsel dealers in November con- 
tinued, as in October, to sell at 
about 33% of the Dodge level. 
They sold above Lincoln and Im- 
perial and paralleled the monthh 
volume of DeSoto and Studebaker 
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Honig-Cooper Boosts Kraft 


Donald B. Kraft has been pro-|-——— 


moted to vp and manager of the 
Seattle office of Honig-Cooper Co., 
San Francisco, effective Jan. 1. 
Mr. Kraft formerly was assistant 
manager of the office and was 
president of Kraft Advertising pri- 
or to its merger in 1954 with Ho- 
nig-Cooper. He succeeds his fa- 
ther, Warren Kraft, manager of 
the office for 32 years, who con- 
tinues as a director of the com- 
pany and senior vp in charge of 
Pacific Northwest operations. 
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That’s What Advertisers Reach in 


The Sporting News 


National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly 
With 98% Male Readership 


Largest Newsstand Sale of Any Sports Weekly 
Pub'ished Weekly Since 1886—70 Continvous Yeors 
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$35.5 Billion Ist Quarter Capital 
Spending Plans Belie Gloomy Seers 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Dec. 26—In the ab- 
sence of some sobering leadership 
from government or top business 
men, there is increasingly evident 
concern here that defeatist talk can 
make the current business adjust- 
ment more painful than it need be. 

In their year-end statements, 
forecasters have been acutely con- 
scious of the fact that some of the 
steam has gone out of the capital 
goods boom. One cautious forecast 
leads to another, and the forecasts 
become increasingly cautious as 
the forecasters read each other’s 
stuff. 

This sort of thing has a way of 


OR 


i( 
IN 


Why? Turn to page 7 


TION? 


feeding on itself. As a result, for 
example, oniy 16% of the trade 
associations covered by a U. S. 
Chamber of Commerce survey 
were willing to predict that the 
first half of 1958 will top the first 
half of 1957. Yet one-third of these 
associations were confident their 
own industries would do better in 
the first half of 1958 than the same 
period a year ago. 


® As it stands now, even the pro- 
ducer goods industries have no real 
complaint, for expenditures for 
plant and equipment in the first 
quarter of 1958 are still running at 
a rate of $35.5 billion. If more 
business men become convinced 
that there is trouble ahead, how- 
ever, the rate of retrenchment 
in subsequent quarters could be 
sharper, and then there might 
really be something to cry about. 

The economy can easily ride out 
a modest adjustment in capital 
goods spending, but what should 
we make of the current pessimism 
among the big consumer durables 
producers? 

People are working, have money 
and need things. But are the dur- 
ables industries eager to meet the 
challenge? 

Hardly so. In a year when there 
can be no alibi about “tight mon- 
ey,” home builders promise noth- 
ing better than their indifferent 
performance of 1957. And the auto 
industry, three years after its 1955 
boom year, has scaled its sales tar- 
get shamefully below 1956 and 
1957. 

Does this mean that with all our 
market research paraphernalia the 
consumer goods producers really 
don’t know what Americans want? 
If it does, there are some painful 
adjustments ahead, and some 
mighty big heads may roll in the 
process. 


The index of in- 
dustrial produc- 
tion may be on 
its way down, but 
there’s one basic product that more 
than held its own in 1957—babies. 
According to the U. S. public 
health service, output of this most 
precious item set records for the 
seventh straight year, with the fi- 
nal tally for the Class of ’57 at ap- 
proximately 4,318,000—up 98,000 
from 1956. 

Uncle Sam hasn’t actually col- 
lected any conclusive information 
about it, but he thinks many of 
these new babies are living in 
homes that had already piled up an 


No Letup in 
Baby Crop 


inventory of two or three in the 
past. In other words, families are 


getting bigger, and it is becoming 
perfectly normal for U. S. parents 
to treat themselves to three or four 
children. 


Senate small 
Big Dealers business commit- 
Get Credit Edgetee is displaying 
interest in a sug- 
gestion that something may have to 
be done to prevent big distributors 
from getting more favorable credit 
terms from suppliers than smaller 
ones get. 

According to information reach- 
ing the committee from the top of- 
ficer of a large finance company, 
large companies get such attractive 
terms that they can give customers 
many additional months to pay off 
on air conditioners, tv sets or oth- 
er big ticket items. “This approach 
places such deals virtually on a 
consignment basis,” the committee 
says, “and has the result of supply- 
ing the favored customer with 
working capital free of charge.” 
The financial expert who raised 
the issue says no existing law ap- 
plies. He thinks it may be neces- 
sary to re-examine the anti-trust 
statutes with a view toward out- 
lawing the practice as unfair com- 
petition. 


Goff Shifts to Abe McGregor 
ICC from P.O. Goff, who 
been solicitor of 

the Post Office Department since 
1954, has been appointed to the 
Interstate Commerce Commission. 
At the Post Office, he waged a 
steady, if fruitless, battle to find 
out what the courts will allow the 
department to do under laws bar- 
ring “obscene” matter from the 


mail. 
On the other hand, he worked 
sympathetically and effectively 


with other postal officials who 
have been trying to strip away 
some of the legal red tape which 
makes postal procedures so com- 
plicated for business mail users. 

Because of his sense of fairness, 
new hearing procedures were 
adopted, so that postal patrons en- 
snared in rule violations have a 
chance of getting something a bit 
better than the high-handed “jus- 
tice” summarily dispensed by free- 
wheeling postal lawyers of earlier 
years. 


Federal Com- 
FCC Studies munications 
Barrow Report Commission 


seems to be mov- 
ing methodically toward a show- 
down on tv network rules, and it 
looks as if important rule changes 
will be under consideration before 
1958 ends. 

For nearly three years, con- 
gressional committees have been 
charging that networks are al- 
lowed to dominate the industry. 
FCC’s own network study group 
confirmed most of these charges, 
and the commission soon must de- 
cide which of the study group 
ideas, if any, it wants to consider. 

During a two-day briefing ses- 
sion by Dean Koscoe Barrow, the 
study group chairman, commission 
members had many questions last 
week, and seemed to display a 
“You-gotta-prove-it-to-me” atti- 
tude. Two more days of briefing 
are scheduled for early in January. 
Meanwhile, most commissioners 
seem to feel the next logical step 
is to get public comment on Bar- 
row committee recommendations 
on such subjects as option time, 


“must buy” and multiple owner- 
ship. # 
Orange-Crush Sets Trade Push 


Orange-Crush Co., Evanston, IIL., 
has set an extensive trade publica- 
tion advertising campaign for 1958. 
Ads have been scheduled in Amer- 
ican Soft Drink Journal, Bottling 
Industry, Mid-Continent Bottler, 
National Bottlers’ Gazette and 
Western Bottler. Two-color pages 


will run in Chain Store Age, Food 


E x-Congressman| @ 


has| © 


Topics, Super Market Merchandis- 
ing and other grocery publications. 
A special overseas campaign will 
include b&w pages in all issues of 
Bebidas and El Embotellador, 
which reach the South American 
soft drink market, 


Friend-Reiss Adds Kurlash 

Kurlash Co., eye lash curler and 
cream manufacturer, Rochester, 
N. Y., has appointed Friend-Reiss 
Advertising, New York, to handle 
its advertising, replacing Charles 
L. Rumrill & Co., Rochester. 
Friend-Reiss also has appointed 
Edmond C. Semel, formerly with 
Benton & Bowles and Compton 
Advertising, an account executive. 


Nielsen Opens Center 

A. C. Nielsen Co. has opened 
its new 53,000 sq. ft. head- 
quarters in Oxford, England, to 
serve its European clients. Lord 
Heyworth, chairman of Unilever 
Ltd., performed the opening cere- 
monies. 


Oasis 

Cigarettes 
is 

buying 


the 
sound 
difference 

in 
nighttime 

radio 


Let Program PM make a sound 
difference in your sales. Call your 
PGW “Colonel,” or the Sales 
Manager of WBZ+WBZA, Boston 


.. KDKA, Pittsburgh... KYW, 
Cleveland... WOWO, Fort 
Wayne ... KEX, Portland 


WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 
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“We at Goodrich 
look forward to each 
- issue of Ad Age...” 


i says JOSEPH A. HOBAN 
Vice-President / Marketing 
The B. F. Goodrich Company 


> 


“Factual, dependable information on advertising and 


merchandising can be found each week in Advertising Age. 


JOSEPH A. HOBAN 


Mr. Hoban came to The B. F. Goodrich Company We at B. F. Goodrich look forward to each issue, and in 
after getting his LL.B. from the University of 


Cincinnati and passing the Ohio State bar exami- 

nation. He was offered a position in either the arriving at our own business decisions, make use of the 
legal or sales departments and, on the advice of 

the personnel manager, decided to go into selling. 

Judging from his impressive record in selling and many articles and helpful facts that it contains.” 
marketing during the more than 30 years he has 
been with Goodrich, Mr. Hoban has had little 
reason to regret his choice. Beginning as a tire 
salesman, he quickly advanced, first to branch 
manager of the Pittsburgh area, and then to man- 
ager for the Chicago zone. After various other 
positions of responsibility in the Goodrich tire 
markezing organization, Mr. Hoban was named 
vice-pres:uent of the tire division in 1953. Three 
years later, he became marketing vice-president 
for the entire company. This busy executive says 
he still enjoys contacting customers and prospects, 
and feels that personal demonstration of selling 
techniques means far more to salesmen than 
office instruction. 


200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS 
480 LEXINGTON AVENUE + NEW YORK 17, NEW YORK 
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